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Accelerating Pair Sales 


It is for us, in the first issue of 
April, to scrutinize the stock of—not 
one store as an isolated trading center 
—but the complete stocks of a town as 
a cooperative selling service. That’s 
one thing the BooT AND SHOE RECORDER 
can do—because it has a common part- 
nership with many stores, playing fav- 
orites with none. Its greatest service 
is to help move the shoes of an indus- 
try—so that there is some profit left 
for all the factors of the industry. 

* * * 


It is for us to help the continuous 
flow of shoes, to prevent congestion, to 
accelerate now and then, pair by pair, 
the sale of shoes that are particularly 
favored at certain seasons. , The flow 
of trade in April is subject to accelera- 
tion by ideas of what to buy and how 
to sell—so in this issue we help the 
merchant select shoes that can be sold 
through the peak thirteen weeks to 
July 4th—the best of the year—then 
we tell him how to sell them “the new 

ay”—for profit. 


* * * 


The great spring campaign goes over 
the top of the fitting stool sixteen days 
from this date. So we also give the 
merchant his final orders for serving 
the feet of a:‘nation during Foot Health 
Week, April 18-23. 
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Common Sense— 


If you wait too long, the parade will be so far ahead of 
you that you never will catch up. Now is the time to 
BUY shoes that can be bought right and sold at a profit. 


Cem-Pro Footwear 


CEMENT PROCESS 


32821—White Cabretta, 16/8 Heel. 
B-C, 3-8 $2.00 


AA to C, 3-8. $2.50 ° 
3882—Blue Kid as 3883. 32225—Black Kid as 32821. 
In Stock 


for 


3883—White Cabretta, 19/8 Heel. 


Immediate 


Delivery 


, 32841—White Cabretta, 14/8 Heel. 
3886—Black Kid, 15/8 Heel. A, B, C, y 
3-8. $2.50 B-C, 3-8. $1.95 
3887—White Cabretta as 3886. 


3885—White Cabretta, 16/8 Heel. ee oe Kid, 19/8 Heel. B-C, 


A, B, C, 3-8. $2.50 8. $1.95 
3884—Black Kid as 3885. 32806—White Cabretta as 32208. 


ENDICOTT JOHNSON 


ENDICOTT, N. Y. 
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The VOICE of the TRADE 


A\ibert C. Ritchie, 


Governor of Maryland, radioed : 

“I wonder how many people re- 
alize what it is costing them to run 
their governments. In 1913, less 
than 20 years ago, the combined 
income and earnings of the Amer- 
ican people were 34 billion dollars, 
and of this amount governmental 
expenditures took three billions, or 
less than 9 per cent. In 1930, the 
combined income and earnings of 
the American people were 70 bil- 
lion dollars, of which amount gov- 
ernmental expenditures took 14 
billion, or 20 per cent. : 

“In other words, during this 
period of less than two decades, 
the cost of government increased 
roughly 450 per cent, and earnings 
of the people who support govern- 
ment increased less than half that 
amount. Today, out of every $5 
the American people earn, $1 goes 
to pay the expenses of govern- 
ment.” 


No labor leader 
could’ champion his cause better 
than has B. Harrison Cort of 
Brockton, who—in spite of the fact 
that he has no actual identity with 
organized labor—has done an out- 
standing job for Brockton boot and 
shoe workers in heralding their 
skill and qualifications from one 
end of the country to the other. 
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Mr. Cort is president of the Brock- 
ton Chamber of Commerce. 

Emphasizing the value that is 
Brockton’s in these skilled work- 
men, “Ben,” as the popular super- 
intendent of the Stacy-Adams fac- 
tory is better known, recently 
stated: “In ratio to its population, 
more pupils graduate from Brock- 
ton high school than any other city 
in the entire country, and a very 
large percentage follow their fa- 
thers and grandfathers to the work 
bench in some South Shore fac- 
tory.” 


A 25c. fine on 


his sales force for every pair of 
shoes sold! Yes, indeed—it’s a 
fact, and one made to order for the 
gentleman of “Believe It or Not” 
fame. To protect ourselves from 
skeptics, here are the facts: 

Fonda Jackson, wideawake re- 
tailer of Walk-Over shoes at St. 
Petersburg, Fla., had observed that 
while the new Cabana Tie pattern 
of the Geo. E. Keith Co., appar- 
ently sold on sight, to the utter 
neglect of other patterns, his sales 
force were merely serving in the 
capacity of bundle boys—making 
no effort at all to push other pat- 
terns. 

The style apparently was a 
“hum-dinger,” and he reordered, 
but to move some of the other pat- 
terns along with this repeater was 
a problem. Overnight he hit upon 
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a plan of levying a tine of 25 cents 
on each salesman who sold the Ca- 
bana Tie; the boys all agreed that 
the first customer to enter the store 
that morning called for Mr. Jack- 
son personally and upon observ- 
ing the shoe in question in a dis- 
play case, requested a fitting and 
walked out with two pairs in differ- 
ent colors, whereupon the entire 
sales staff howled in glee as the 
boss chalked up 50 cents against 
his own draw for the week. 


* * * 


The Frost-Bite 


Golf Club has adopted ice creepers 
as an aid to winter (March) golf. 
Favored by ideal weather condi- 
tions the past few months Frank 
Casey of the Thayer, McNeil Co., 
“Mark” McQueeney of the Ken- 
nedy Co., Boston, did not miss 
either a Saturday afternoon or a 
Sunday morning when they joined 
John McElaney, “Ben” Cort and 
“Billy” Gleason, three South Shore 
manufacturers, in a tour of some 
course adjacent to the South Shore 


district. 
Y 
) i ‘ 


This “fivesome” have braved the 


‘elements under some rather chilly 


conditions, yet with the aid of 
suéde jackets, woolen gloves and 
a reported hand warmer, chemical- 
ly prepared, they are prepared to 
open the season pretty much. in 
shape. 








The late Richard H. Fyfe 


of Detroit had a motto of his own 
composition, as follows : 

“No business of distinction or 
importance has ever been built up 
by one man. It is only through the 
combined efforts, energy, enthusi- 
asm and earnest cooperation of 
individuals working together with 
one aim and one object in view 
that a business such as we are all 
interested in can successfully be 
built up or maintained.” 

The proof of the motto is so 
often apparent. When a one-man- 
dominated business comes to the 
end of the man—then what? We 
have seen so many businesses die 
when the leader goes. It is a 
glorious thing to see a business 
grow still greater after the passing 
of such a man as R. H. 

















Joseph Severino, 
Brooklyn shoe designer, who won 
third prize in the National Kid 
Shoe Design Contest, wasn’t quite 
sure whether he was being kidded 
when he was offered a kid check 
for $100 as his prize. Chairman 
James J. Lyons of the Contest 
Committee had to bring all his 
salesmanship into play to convince 
the designer that the unique check 
would be honored by the bank. 
‘I'd rather have a paper one,” 
Severino said, as he critically ex- 
amined the kid check. And he 
wasn’t kidding, either. He agreed 
to accept the kid check “as a sou- 
venir” if he could have a paper 
one, too. Naturally the committee 
wouldn’t issue two checks, so he 
had to be content with the leather 
one. He was waiting for the bank 
to open next day and everything 
was well when he found his doubts 
were unfounded and got the cash. 
Zula C. South of Birmingham, 
Ala., winner of the first prize, re- 
ceived a leather check for $500. 
The contest aroused a tremen- 


dous amount of interest and was - 


considered a complete success. 





QUALITY TO THE TRADE 


—A new movement has recently been 
launched under the title of National 
Quality Maintenance Guild. 

—lIts purpose is to check the movement to- 
ward cheap merchandise and emphasize 
the economic and style value of quality 
goods. 

—The sponsor of this guild says “The 
cheapening of merchandise has resulted in 
a rapid lowering of public taste and the 
destructive system has benefited no one. 
Neither the manufacturer nor the retailer 
has made any profits.” 

The Boot and Shoe Recorder is unquali- 
fiedly and enthusiastically for and with any 
and every such quality campaign. 

—Read Editor Anderson’s article in this issue 
of the Recorder, captioned “Beware of 
Scavengers.” 


Suet Te 


President 





This is a testing 


period for policies, men and mer- 
chandise, according to Alfred W. 
Donovan, president of the E. T. 
Wright Co., Inc., Rockland, Mass., 
who believes that a keen analysis 
of retailing results will point the 
way to future success. 

“Since November of last year, 
we have been making very thor- 
ough investigations starting with 
the retail store and its customers. 
The results very definitely show 
that generalities concerning qual- 
ity and ‘style are merely useless 
ballyhoo which makes no impres- 
sion on the present hard-boiled at- 
titude of the consumer,” he assert- 
ed. Selling and advertising must 
be specific—reasoning must be log- 
ical. Value, not price, is para- 
mount; but such value must be in 
terms of usefulness to the con- 


sumer. 
* * * 


The New York Hide 


Exchange reports that shoe pro- 
duction registered a marked in- 
crease during the month of Feb- 
ruary, according to preliminary fig- 
ures received from the Tanners’ 
Council. The estimate places the 
output for last month at 25,200,000 
pairs against 23,971,000 pairs dur- 
ing February, 1931, and 20,960,000 
pairs in January. 

The additional work day in Feb- 
ruary this year is held partly re- 
sponsible for the increase shown 


over the corresponding month in 
1931. It is further estimated, 
however, that the output of shoes 
during the first six months of this 
year will be lower than the first 
half of last year, 

* * x 


lk you are in 


Omaha on Fridays, make it a point 
to dine at the Shoeman’s Table at 
the Hotel Paxton, which is in con- 
tinuous session from 11 A. M. to 
2 P. M. for shoe men, department 
managers, traveling salesmen, etc. 
—all one happy family. The or- 
ganization was started by Walter 
C. Roose of the Nebraska Cloth- 
ing Company and the only requi- 
site for membership is “you must 
earn your living in the shoe busi- 
ness.”” Any and all topics have the 
right of way and everything is 
“Dutch treat.” 


* * * 





Fred Hampton, 
El Reno, Okla., retailer, is the 
proud owner of a pair of infant 
shoes worn by Abraham Lincoln, 
and the last over which they were 
made. The leather, apparently 
home tanned, was turned rough 
side out. 

Mr. Hampton obtained the shoes 
some time ago from a friend, who 
said his great-grandfather had been 
an apprentice in a repair shop 
where Lincoln’s mother brought 
the shoes to be repaired. She never 
returned for them. 

* * * 


Quite a long leap 
from writing copy for shoe cata- 
logs, direct mail, etc., to “Tin Pan 
Alley,” yet from latest reports, 
John J. Feeley, advertising mana- 
ger of the M. A. Packard Com- 
pany, Brockton, has not only land- 
ed two musical numbers with a 
New York publisher but has been 
commissioned to collaborate on the 
lyrics, for a forthcoming musical 
comedy production. 
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AL RUBY 


This is the Age 


of Sales! 

If we get beer back, the chances 
are they will start a sale of beer 
and before they get through they 
will be selling three for a nickel, 
and once again the United States 


will be cheated out of its revenue. 
Pa ae 


! noticed a sign 


in an undertaker’s window the 
other day reading: “Special sale 
of caskets, $75, or two for $105,” 
and the sign further read: “You 
may linger, but I'll get you yet.” 

It would not surprise me in the 
least to see a sign in this same win- 
dow some morning: “Cremation 
free of charge—all we ask is the 


corpse’s old clothes.” 
Se 


| understand 
Henry Ford is coming out with a 
new sales policy. $15 down, $15 a 
month, and a new car whenever 
you need it. 
Why wouldn’t this be good in 
the shoe business—$1 down, $1 a 
month, for your supply of shoes 


for life, shoe laces thrown in. 
* * * 


[ don’t see why 
it should be so hard for a shoe re- 
tailer to adjust his policy to fit the 
times. All he has to do is to fol- 
low the trend, and read the ads in 
the daily papers. 

In this morning’s paper there is 
a half-page ad reading: “Extreme- 
ly fine, stylish women’s footwear, 
without a stitch in the sole, for 
$8.50.” Another large ad told the 
fair sex: “Don’t let them palm off 
pasted shoes on you. Our shoes 
are fine Goodyear turns for $6.50.” 
And on the same page was an ad 
advertising: ‘“Hand-sewed pumps 
for $5.” Now make your policy! 
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The Body of Thrift 


becomes the badge of shoe shame, 
says Nolin Brothers of St. Johns- 
bury, Vt., sending us an editorial 
from the local daily, worth reprint- 
ing everywhere: 


“How many people in this great land 
of ours are holding America back be- 
cause they feel that the purchase of new 
clothes, furniture, radios, automobiles or 
what not has the appearance of lack of 
consideration for their more unfortu- 
nate friends or neighbors? 

“How many people who can well af- 
ford more than the mere necessities of 
life are getting a false feeling of pa- 
triotism and a sense of smug satisfac- 
tion from the fact that they are hav- 
ing their shoes half-soled and their suits 
re-lined ? 

“Because your neighbor by necessity 
must wear patches on his pants, will you 
help him by putting patches on your 
own? Aren't we all running with the 
herd? 

“And wouldn’t it be much braver and 
finer and more helpful if those who can 
afford it would buy those things they 
need? The suit of clothes bought to- 
day may make tomorrow a better day 
for the child of a coat maker. The pair 
of shoes purchased now may help create 
a better condition in some town in New 
England. And it is an endless chain that 
eventually will bring your money back 
to you. 

“You will help the unfortunate among 
your friends far more by buying the 
things you need today than by sharing 
their depression with them. 

“The pendulum has swung too far— 

“That old automobile or rug or suit 
or pair of shoes—instead of being a 
‘Badge of Thrift’ should become a 
‘Badge of Shame,’ and he who can af- 
ford to buy and does not should be in 
the same category as the man who ran 
away in battle, or the craven who first 
takes to the boats when the ship is 
sinking. 


“But today—You can afford it—and 

boast of your buying! 
“Sharing depression will never end 
it” 
oe . 


D.. Hollis Godfrey, 
president of the Engineering Eco- 
nomic Foundation of Boston, 
speaking at the recent 44th annual 
meeting of the Boston Boot and 
Shoe Club, expressed a thought 
which may be summed up in shoe 
trade terms thus: 

“The shoe merchant, and clerk, 
must educate himself individually, 
and first apply his education to the 
advancement of his own individual 
affairs and next to affairs gener- 
ally. Mass movements get no- 
where unless it be that individuals, 
who make up the classes, educate 
themselves to a superior knowledge 
and an ability to use it.” 

Or, in other words, the shoe mer- 
chant and clerk must first increase 
his own knowledge of shoe fitting, 
and other details of shoe merchan- 
dising, and then pass on_ his 
knowledge to his customers. 

Another thought, also para- 
phrased from Doctor Godfrey’s 
remarks, is this: 

“The shoe clerk, as an educator, 
should impart to each customer 
some information, relating to feet 
and footwear, that would be use- 
ful to him in his daily affairs.” 








THERE You ARE, SIR—— 
Just PLUG IT IN AND IT DOES 
THE REST.... You HAVE SEVEN 
VOLLARS AND FORTY-TWO 
CENTS IN YOUR POCKET 


The Inventor Who Perfected an Accurate Measuring Stick for Customers’ Pocket Books. 
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WHAT THE SHOE STORE IS 





THINKING ABOUT 


vv VW 


John Mahn, shoe merchant says: 
“We're not going to get very far this year if we 
don’t change our methods of competition. We have 
lost all sense of proportion as competitors, for we are 
fighting one another when we might all be serving the 
customer better. It isn’t always easy to distinguish 
between creative competition and the kind of competi- 
tion that destroys everything. In one sense business 
is like a game, and every man must say to himself 
now and then: “My competitors will get my custom- 
ers-if-I-don’t-watch-out.” 

That’s not music from the anvil chorus—there is 
no hammer in truth. 

As an illustration of competititve courtesy—on a 
buying trip last month, John Mahn bought a skin from 
one concern and then went to another concern to get 
a different kind of leather. He wanted the leathers 
for samples of the new shades. As he unrolled his 
parcel to wrap up the second sample, the second leath- 
er man asked very courteously: 

“May I examine what you brought with you?” 

“Why, sure, and will you please roll it up tight for 
me again?” 

The leather merchant turned the skin over 
to see the maker’s stamp and ran his hand 
over the face of the leather, almost lovingly. 

“A finely tanned skin,” he said with un- 
grudging praise. 


John Mahn’s reaction was immediate and favorable. 

“Here,” he thought, “is a man who takes pride in 
his business and when we want well-tanned leather, 
we'll specify his stock.” 

Proper praise of a competitor has its place in the 
business life of the Composite Shoe Store. We, as 
shoe stores, have been too willing to think that the 
success of one member of the guild is necessarily to 
the disadvantage of all the others. One of the old 
customers of the Composite Shoe Store taught John 
a lesson once. He was an inveterate fisherman. He 
could fish all day in a bend in the river. If the fish 
were not biting, he’d change his bait, move the boat 
and cast further into the stream. When a fisherman 
in another boat caught a big one—would it be time to 
quit in disgust—no, rather to try again and again for 
that was proof that the fish were there and worth 
fighting for. If anyone thinks fishing is exhausted, 
he has another guess coming. 

If anyone thinks the public is exhausted by any 
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*} The RECORDER continues its study of a typical shoe store and its problems. 
John Mahn, shoe merchant and proprietor of the Composite Shoe Store in the 
city of Midtown, sees the need of change in standards of competition. He 
recognizes the fact that cut-throat competition, based on reckless price. slash- e 
ing, over-statement of values, exaggeration and even downright deception, is 
inevitably destructive and likely, in the long run, to prove injurious.’ From the 
standpoint of the good of the shoe business it tears down instead of building up. 
And so he formulates a Code of Service Standards for the conduct of his store. 


WELL, WHEN YOU 
BOYS GET THROUGH 
FIGHTING — MAYBE 
YOU'LL SELL 
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competitor—he has another guess coming. Why, the 
stream of public shoe buying hasn’t been touched. 
If a competitor finds a fresh demand for shoes, more 
power to him, maybe he deserves it. Maybe he is 
giving me a sample of creative competition—and I 
need to think about new shoes too. It’s a wonderful 
thing—this creative competition—any retail business 
has the power to keep all competitors busy providing 
they work creatively. It is time for less destructive 
competition and more constructive competition. 


John figured out that with | 400 
shoe manufacturers in active competition, one with 
another, with thousands of retail shoe merchants each 
doing business on a competitive basis—there is a na- 
tional guarantee of economy of price and the best 
test of public service. Today’s striving for trade 
causes every neighbor-competitor to strive—and the 
result, if the battle is clean, is transmitted to the 
consumer. 

But two years of fears—two years of false pricing, 
two years of uncertainty had made the city of Mid- 
town a cat-and-dog town at retail. Anything went— 

no rules short of word-mur- 
der. It was time for change 
—at least a time for armis- 
tice—for retail ads could go 
no further in cutting and 
killing all sense of values. 
First to sense the need for 
sanity in competition was 
John Mahn. He had an 
idea that most of the shoe 
stores in town were heartily 
sick of profitless competi- 
tion. He knew that his 
store, with twenty years to 
its credit, was able to serve 
as an example. 

John Mahn worked and 
thought until he evolved a 
set of standards, which if 
good for him, should also 
be good for others. They 
are printed on the next 


page. 




















Standards of Shoe Service 


Adopted by the Shoe Merchants of Our Town 


First—To conduct business in such a man- 
ner as to give good public service based 
upon the highest standards of truth and 
honor in every transaction. 


a 


Second—To study the needs and require- 
ments of the public and to supply such 
wants in the most efficient manner pos- 
sible; to offer candid advice to customers 
in regard to every purchase; all customers 
to be quoted the same price. 


a 


Third—To participate in all worthy move- 
ments for the public welfare for which our 
special training or experience qualifies us 
—and to avoid all waste effort. 


- 


Fourth—Not to allow our employees to 
make false or disparaging remarks or 
tolerate harmful rumors regarding a com- 
petitor’s product, principles or business or 
personal standing. 


oe 


Fifth—To make the exchange of our goods 
and service on the basis of a margin of 
profit legitimate and ethical, provided all 
parties in the exchange are benefited 
thereby and no deception is practiced. 


oe 


Sixth—To pay to our employees wages 
consistent with living conditions and ser- 
vice rendered, to assist them in self-ad- 
vancement, to encourage serious young 
men and women to enter the shoe business, 


to recommend to our employees the reading 
and study of trade journals for self im- 
provement. To increase their knowledge 
of fitting shoes. To encourage meetings 
for the discussion of shoe store service and 
to encourage the organization of groups 
within the store for the exchange of expe- 
rience. 

Seventh—To establish closer relations 
among merchants and members of our own 
craft. That we strive to increase the efh- 
ciency of the craft by the exchange of ideas 
and may we be frank one to another in con- 
sideration of all practices at retail. 


a 


Eighth—To place our obligations to man- 
ufacturers and their representatives on the 
same high plane as our duty to the public. 
An order placed with a manufacturer is a 
firm contract that should be lived up to by 
both interested parties. 


a 


Ninth—To avoid misrepresentation and 
exaggerations in our advertisements; to 
avoid misleading statements, either verbal 
or written; to be always frank and never 
evasive so customers may not be led to 
expect more than we can honestly supply 
in either quality or service. 


a 


Tenth—To apply principles of common 
sense to all our doings, to be gentlemen of 
honor in our everyday business transactions 
and to abide by these rules. 
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Chicago’s unrivalled waterfront. The 1933 World’s Fair will be held on the shores of Lake Michigan. Some of the buildings are already 
nearing completion 


N.S.R. A. Picks Chicago Again 


22d Annual Convention and Exhibition of Shoes, 
Leather and Accessories to be Held January 8-II 


At a meeting of the convention 
and managerial committees of the National Shoe Re- 
tailers Association in Chicago, last week, which was 
attended by President A. H. Geuting of Philadel- 
phia, who went there for that special purpose, it was 
decided that the 22nd Annual Convention and Exhi- 
bition of Shoes, Leather and Accessories would be 
held in Chicago. The dates chosen are January 8, 
9, 10, 11, 1933. The association thus goes back to 
a four-day convention plan and features leather and 
accessories prominently in the exhibition plans as well 
as shoes. 

This decision was made after a careful canvas had 
been made of the retail trade as to the time and place 
of the next convention and after consulting the wishes 
of over 300 manufacturers who were represented by 
their lines at the convention last January. The joint 
committee, therefore, in making their decision were 
guided almost entirely by the expressed opinion of 
those representatives of the trade. 

It is announced that the Convention Committee, 
consisting of John O’Connor of O’Connor and. Gold- 
berg, chairman, and O. H. Hassel, Reub Metz and 
Reuben Stiefel, all of Chicago, will issue soon an offi- 
cial announcement to the industry, and a special one 
to manufacturers and others acquainting them with 
the arrangements, the terms of participation, the con- 
vention headquarters hotel and other information for 
their guidance in obtaining display rooms. 

The Chicago Association of Commerce and The 
Chicago Hotel Men’s Association, recognizing that 
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the N. S. R. A. convention is one of the largest gath- 
erings of retailers and manufacturers to be held in that 
city, have pledged the‘r cooperation to assist in mak- 
ing the 22nd annual event an outstanding success. In- 
vitations had been received from a score of other 
cities, but the consensus of opinion obtained from re- 
tailers and manufacturers was preponderantly in favor 
of Chicago because of its central location, its railroad 
and hotel accommodations and the fact it is a large 
retail center. Of greater importance, however, was 
the time chosen, for the committee’s canvas indicated 
clearly that even a larger number of retailers could be 
expected than attended the convention last January. 
In connection with the committee’s action, Pres- 
ident A. H. Geuting issued the following statement: 


The selection of the time and 
p!ace for the 22nd annual convention of the National 
Shoe Retailers Association appears to me to be satis- 
factory from every standpoint. A compendium of 
the survey made by the convention commi.tze to ascer- 
tan the wishes of retailers and manufacturers. 
showed clearly an overwhelming expression that Chi- 
cago was the ideal place for 1933. As between differ- 
ent weeks of December and January in which to hold 
the convent‘on, there was an almost unanimous recom- 
mendation by retailers that early in January was pre- 
ferred. 

“Tt seems to me that the dates chosen, January 8-11, 
[TURN TO PAGE 56, PLEASE] 








Mcdern children are ofttimes wiser 
in their day and generation than are their parents. 
They know what they want and insist on getting it. 
When it comes to shoes, the wise merchant may as 
well make up his mind that it is the child, rather than 
the parent who has to be sold. This is more particu- 
larly true of girls than of boys. The little miss of 
today is style wise, even before she is of school age. 
Children are marvelous imitators. Their games often 
are predicated upon the actions of their elders, and so 
we find that children’s ideas of style in shoes is based 
upon what they have seen of styles in adult footwear. 
Shoes “like Mother’s, Auntie’s, or Big Sister’s,” are 
demanded by the small girl today. She wants plenty 
of pep and style and insists on getting it. The prob- 
lem of the shoe trade is to put the required style into 
the child’s shoe at the same time retaining the proper 
last to permit the little foot to function normally and 
to grow ‘naturally. The compromise between high 
style and proper fit must be nicely and accurately 
gauged. 

The progress in this direction in the last few years 





Please the Child With Style 


Modern Youngster Demands Shoes 
Fashioned Like Her Mother's, But 


Style Must be Combined with Proper 
Fitting Qualities and Good Wear 


is much to the credit of the entire industry. Tremen- 


dous strides have been made in the supplying of good - 


lasts and almost every producer of children’s shoes, 
regardless of the price range in which he is operating, 
is using lasts that have good fitting qualities. It is 
with the development of patterns and materials, with 
which the retailer of children’s shoes is most con- 
cerned at present. On these pages we present sketches 
of some of the new style ideas that have recently been 
introduced into leading lines of children’s shoes. 





At the left is a new sandal for the 
growing girl developed in black pat- 
ent and white washable calf. The 
. pattern is distinctly adult in type, but 
the last retains the essential childish 
features. Above is a small child’s 
oxford in two-tone combination of 
elk finished leather. Tip, lace stay 
and heel foxing are of brown elk— 
the rest of the shoe of smoked elk 


Boor AND SHOE RECORDER 
combining THE SHOE Reralier, March 26, 1932 










































and the Parent With Wear 


So far as materials are concerned, the staples in 
children’s shoes remain the tried and tested elk finish 
leathers, patent and calf. Pig skin isa newcomer in 
the field, and for some of the dressier types of young 
girls’ shoes, the fabrics that have been popular in 
women’s shoes are being used. 

Patterns, in general, follow those prevalent in 
adults’ shoes, with special emphasis upon sport types, 
which always appeal strongly to 
children. Variations of the sandal 
theme are repeated in children’s 
types, and sports types of oxfords 
are becoming increasingly popular. 

The oxford, because of its ease of 
adjustment to obtain a good fit, is 
a favorite seller among the mer- 
chants. New details of trimming, 
however, are necessary to give the 
oxford a distinctly new style touch. 

For the young child, wearing 
quality is as essential as style and 
comfort. It is not particularly essen- 


At the left—A conserva- 
tive strap model in patent 
with cut outs and center 
buckle fastening, on a 
typical growing girl’s last 


At the left—Pigskin in black or brown forms the basis 
of this new oxford for the young‘child. It has a novelty 
overlay treatment on the saddle. Blucher type makes it 
readily adjustable. Above is another type of oxford for 
the young child, made of elk with a sharkskin tip, which 
not only provides a decorative feature, but also increases 


tial from the the standpoint of the child, but it is from 


the standpoint of the parent. When a child’s shoes 
give unsatisfactory wear, the chances are that no di- 
rect complaint is made to the retail store that sold 
them. The course of action, usually, is for the parent 
to seek another source of supply for the child’s foot- 
wear. For this reason manufacturers have been put- 
ting better and better stock into their children’s lines 
of shoes, and tanners have been alert to the situation 
and have developed special tannages for soles and 
uppers which give the leathers more satisfactory wear- 
ing qualities than ever before. For school and play 
wear, there is a general agreement among the trade 
that elk finished leathers are the most satisfactory. 
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the wear 


Lately, there has been a tendency to finish the elk 
leather shoes with shark skin tips and even foxings, 
thus reinforcing the shoe at the point of greatest wear. 
These sharkskin reinforcements not only serve a use- 
ful purpose but they also add to the decorative quality 
of the shoes, thus making an additional appeal to the 
youngster. 

For the merchant who has the space, a separate de- 
partment for children’s shoes is by all means the best 
plan. The separate department not only impresses 
the parent with the idea that the store specializes in 
children’s shoes and therefore is more reliable than 
the store that merely carries children’s shoes as a side 

[TURN TO PAGE 62, PLEASE] 








Sell an Extra Pair of Comfortable 


Interest in Mother’s Day Is Increasing—The Post Office 
Department Reports It the Second Highest Mail Peak of the 
Year, Exceeded Only by Christmas—Six Weeks’ to Prepare 


Vv WT W 


Undoubtedly, judging from past 
experience, we'll be treated to a lot of dripping senti- 
ment between now and May 8, the second Sunday in 
May—Mother’s Day, a day set aside for the honor 
and rever-vce of mothers all over the country, and 
incidentally a day that had its origin in the somewhat 
selfish plans of the florists several years ago. 

Disregarding the basis for the observance of 
Mother’s Day, the fact remains, that the day is ap- 
pointed, that a certain amount of thought will be given 
to it, and that it does provide an opportunity for the 
alert merchant to do a modest amount of “cashing-in”’ 
on it. The shoe merchant, this year, because of a 
peculiar combination of circumstances, has an oppor- 
tunity such as he never had before to harness the 
general exploitation of Mother’s Day to his own bus- 
iness. 

A new approach to the problem of exploitation this 
year lies in the fact that the economic conditions of 
the last two years has made a remarkable change in 
the status of “Mother.” In the days of easy money 
“Mother” got out of the kitchen and into the living 
room, the theatre, onto the club platform, and out to 
many more social functions than she did in previous 
years. Mother, as the active worker in the household 
—busy with the manifold duties of keeping the home 
in running order and supervising, if not actually do- 
ing the work herself, of the manual labor involved in 
maintaining a home, was pretty much out of the pic- 
ture. In the easy money days home became a place 
where people went after spending their time and 
money somewhere else. In the last year or two, with 
incomes radically curtailed, home has assumed a much 
larger place in the general scheme of living, and 
Mother—considered as a generic being—has returned 
largely to her former status. In other words, Mother 
is back on the job. 

It is this changed status of Mother that gives the 
shoe man an opportunity to link up his own advertis- 
ing and window display with the more or less senti- 
mental observance of a day dedicated to the reverence 
ef Mother. For Mother, in going back to the kitchen, 
has not properly equipped herself with all the tools of 
the trade. This is partly because of economic condi- 





tions, also, but regardless of the reason, the fact re- 
mains that most women who have reverted to doing 
their own housework, or who are now doing a larger 
amount of it than they did a couple of years ago, are 
not wearing the proper type of shoes while indulging 
in the gentle pastime of preparing meals, piloting the 
vacuum cleaner or wielding a mop. In the vast ma- 
jority of cases Mother is using her discarded dress 
shoes to wear about the house, and even to do her 
neighborhood shopping. All wrong, of course, but it 
is being done, and the big question is—what is the 
shoe man going to do about it? 


There are many things he can do. 


First of all, he can state the situation in his adver- 
tising and window display, and also put it across in 
the personal contacts between himself and his sales- 
people in direct contact with the customer in the store. 
Then he can suggest the remedy—the purchase of a 
sensible pair of shoes for housework. This pre-sup- 
poses, of course, that he is carrying such shoes in 
stock, and almost every shoe store carries some kind 
of a comfort shoe on its shelves in a sufficiently broad 
range of sizes and widths to do a real fitting job. 
The habit of wearing dress shoes for housework 
has become so strong that even the advertising artists 
have taken cognizance of it. Take a quick look 
through any one of the dozen or more leading maga- 
zines for women and notice the advertisements of elec- 
tric refrigerators, of vacuum cleaners and other house- 
hold appliances designed to lighten the burden of 
housekeeping in general, and see what kind of shoes 
the advertising artists have put on the handsome an 
well-dressed women they draw for these alluring ad- 
vertisements. Almost without exception they are hig] 
heeled pumps or tricky dress shoes that are more 11) 
keeping with the afternoon bridge or theatre part) 
than they are for the job of keeping house. Som 
bright statistician figured out several years ago, that 
the average woman in attending to her househol:! 
duties walks three miles a day. We can’t dispute th: 
figures and the statistician can’t prove them either. 
but regardless of the number of steps she takes, th: 
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Shoes for Mother! 


A 


Mother—now that the family income 

isn’t what it used to be—spends six to 

eight hours a day on her feet—and she 

isn’t wearing the proper type of shoe 

for housework. Tell her so—with 

Mother’s Day as an excuse, and sell 
an extra pair of shoes. 


vV 


woman in the home, doing her own housework is on 
her feet on an average of six to eight hours a day. 
Isn’t that sufficient proof of a crying need for com- 
fortable shoes? 


p oint out this fact in your 
advertising and window display. Show a drawing of 
mother in the kitchen or at some other household 
task, properly equipped with a pair of the kind of com- 
fort shoes that you sell. Put the story across with a 
short message embodying this idea: “Mother spends 
six or eight hours of her day on her feet, working 
for you. See that those feet are comfortable and prop- 
erly cared for. See that she wears a pair of Blank’s 
Fase-Fit shoes, that will lighten the burden of house- 
hold cares and keep her feet young. The proper shoe 
for housework and walking, designed on a good fit- 
ting last, made of soft pliable leathers, giving proper 
support to the foot, and yet up to the minute in style.” 

[t is doubtful if this idea will inspire many sons or 
daughters to buy Mother a new pair of shoes, but it 
will interest Mother herself. Getting back into the 
kitchen hasn’t been particularly pleasant for Mother, 
and the fact that she probably is wearing the wrong 
kind of shoes at her household tasks hasn’t added to 
her happiness. While she is conscious of the fact that 
she lacks foot comfort, she has not been made suffi- 
ciently conscious to force the issue—that is, to buy a 
pair of comfortable shoes for housework. Stating 
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the condition to her clearly, and pointing out the rem- 
edy will bring results in the shape of sales. 

Study the feet of the middle-aged woman you see 
in any street crowd and you will be emazed to note 
how many are wearing improper shoes, with heels run 
over or other conditions likely to cause trouble. 

Looking over both wholesale and retail shoe adver- 
tisements for the past year it is apparent that the chief 
points on which selling efforts have been based are 
price and style. Too little has been said about comfort 
and wearing quality. For the woman who does her 
own housework—the 1932 Mother—comfort and a 
reasonable amount of wear are the principle features 
she is seeking in a shoe, either consciously or uncon- 
sciously. 

Here, then, is a field for the shoe merchant await- 
ing cultivation. Planting time is now and the crop 
can be timed so that it may be harvested in the week 
before Mother’s Day. But the harvest need not end 
there. The idea of exploiting a shoe primarily for 
housework can be carried on throughout the year with 
telling results. The need for more shoes of this type 
is apparent. It is up to the merchant to fill this need. 

[TURN TO PAGE 62, PLEASE] 
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Beware of 


lt is possible to make a 


of a pair of shoes lie before me on my deek. An 
industry might well hide its face in shame at such 
a product. It is true that it is made in the shape of 
é foot covering but at that point all resemblance to 
a shoe ceases. If it is on the basis of shoes like these 
that the pairage figures hold up to high national totals, 
then it is time to throw away statistics. 

We applied the pencil test to the sole and with 
slight pressure pushed the point of the pencil through 
the sole. To say that the soles were “belly-soles” is 
to insult the animal. Tanned tripe would be tougher. 
If the maker paid more than 10 cents a pair, he was 
a poor leather buyer. The best we can say about the 
soles is that there was nothing wrong with the finish. 

For insoles, the less said the better. 

As lining goes, good brown paper would have been 
better stock. We pinched the lining and the ridges 
were made permanent. 

For uppers, remember the motto: “Save the sur- 
face and you save all.” Given the optical test, they 
looked a style of fad and fancy. A rainy day would 
prove that as upper leather it was good for nothing. 

We had hopes of finding some character in the 
thread but even that had gone through the process 
of cheapening. 

As examples of how cheap shoes can be made they 
might have had some value as museum pieces, but for 
footwear they were impossible. 

And yet a factory is operating somewhere, perhaps 
to capacity, with shoes of such component parts that 
represent only a search for cheapness. The shoe sold 
at retail at $1.95. Its wholesale price must have been 
around $1.25. Pity the poor that get so poor a shoe! 

Last week the publisher of the Boor anp SHOE RE- 
CORDER was stopped on the street by a salesman who 
asked: “Where can I get a new line of welts to retail 
at $1.90? I could do a tremendous business.”” Those 
of you who know Everit B. Terhune can quite ap- 
preciate the vehemence of his utterance: “I can’t help 
you. It’s men like you that destroy an industry. 
Cheap, cheap, cheap. Is there no bottom to the shoes 
that you offer to the retailer? You haven’t got guts 







Scavengers 


enough to go out and sell a real line, in a real way, 
to real merchants who know what a real shoe is. It 
is high time that this industry called a halt to such 
dishonest shoe making and shoe selling. We are going 
to make it uncomfortable for men like vou in the shoe 
business.” 

The salesman was pop-eyed and gibberish. He 
didn’t know what to say. He had never been up 
against such a verbal drubbing. 

It is time that the entire industry made a crusade 
against “slop-shoemaking.” This industry will be in- 
jured irreparably by the kind of product that is turned 
out in the low $1 brackets. 

It is time for thé industry to establish some stand- 
ards, even in cheap shoes. There are good shoes to 
be made at the price the public can afford to pay but 
no man, woman or child wants shoddy shoes whose 
wear is limited by day, week or month. 


I, is possible to make 
low-priced shoe, with a well-balanced sole and upper 
ingredients properly molded on a last and suitable for 
human use. The very efficiency of our industry makes 
it possible to produce this shoe at a reasonably low 
price. There isn’t a consumer that can’t see the ad- 
vantage of paying a dollar more for a shoe that is well 
balanced in ingredients in comparison to one that is 
dishonest. 

It is high time for an industry as serviceable as 
shoes to take a good square look at itself. It may 
take a little more courage, a little more explaining to 
convince the public that its monev’s worth is to be 
found in reputable shoes, by reputable stores in a repu- 
table way. There never was a shoe worth weari:.. 
in the first dollar bracket, and that goes also for the 
second bracket. If some people must get the most 
for their money, at the lowest possible price, they will 
find honest shoes at an honest price, made by honest 
manufacturers and sold in an honest way. 

But beware of the scavengers. Their motto is: 
“Save the Surface and You Save All,” and there is no 
substance in their product or their service. It is time 
the truth were told in no uncertain terms—that a 
[TURN TO PAGE 50, PLEASE] 
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Shoes by Carlisle Shoe Com- 
pany, Carlisle, Pa. 
Hubschman's Tandrite Calf 


Unlined Wales, Stock No. 839, 


Unlined Oxford, Stock No. 836, Tandrite Calf No. 1031, 
Tandrite Calf No. 1031, Brown 


Brown. Stock No. 837, Tandrite Calf No. 1000, Black 


TANDRITE 


UNEXCELLED FOR UNLINED SHOES! 


For the unlined shoe vogue which is fast 
developing, Hubschman has perfected a 
superior leather with a light colored back, 
which is perfect for the unlined shoe. 


No. 1000—Black 

No. 1034—Darker Brown 
No. 1031—Brown 

No. 1000 — White 

No. 1007—Navy Blue 


Fashionable women appreciate to the full- 
est the exquisite finish, deep, glowing 
color, pliable body and high lustre of 
Tandrite . . the super calfskin. 


E.HUBSCHM AN & SONS 
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E°YOUNGER SET SHOE SHOP 
IS, ONE YEAR OLD THIS MONTH 


** ds us while we send 
ourselves a Sew birthday losers! 








































We started out with 30 models and 
on idea. The models have changed, 
of course, ond grown to 167 difter- 
ent colours, leathers, fabrics and 
combinations. But the idea stays 
the same, and here it is: 


smart young things 
don’t want to pay 
a lot for their shoes; 
they simply wil? 
have the last word, 
in chic on their feet 
- + bat they’d rather 
have three pairs at'6 | 
than one pair at ‘18! 


We knew the shoes were morvelous, 
but it took you to show us how right 
the idea was; you come in droves 
the first week, and you've been com- 
ing steadily ever since, buying three 
and four pairs at a time . . sending 
them home to the swonkiest od- 
dresses in the land. In a word . 
“Younger Sets clicked! And on this 
poge ore pictured 12 new Spring 
reasons why we think they'll continue 
to click. There ore 155 more . . but 
the price is still our famous 


6 
San up to 9. Widitte AAA vo @ 
*Qonnger Set Shoe Shop.. Third Fleer 











Style Featured¥in Spring Ads 


| 





and Material the 


Talking Points in Newspaper 
Copy of Many Outstanding Stores 


Pattern 


ee. Met. 


[, the early Spring advertising 
one significant thing stands out—newness of pattern and 
material is now being stressed more strongly than price, as a 
reading of the shoe advertising in daily newspapers proves. 
Present lower price levels are emphasized, however, by the 
prevalent use of the word “now.” It is gratifying to note the 
absence of any undue use of black ink in heralding the price 
changes. 

Sommer & Kaufman’s copy typifies the attitude of most 
good stores in the presentation of their new popular priced 
sections. “Sponsored by smart young women with a ‘weakness’ 
for beautiful shoes . . . and a 1932 allowance. All one price, 
56.60. It is going to be the ‘most-talked-about’ shop in town 

. because it’s ‘High Hat’! It’s in the spirit of those live. 
smart young people who demand good taste whether they pay 
$6.60 or $25. . . . It has the style they are wearing (and a 
lot of new ones, they’re going to wear) for sport, dress, street 
or evening . . . just ‘scads’ of them . . . and all $6.60.” 

The Elder & Johnston Company, Dayton, Ohio, say in an 
attractive ad: “New Spring Knickerbockers in keeping with 
the mode are airily cut out as well as trimly tailored. There’s 
nothing that increases the charm of your costume more than 
smart shoes. And Knickerbockers do that more than ever this 
year. You'll find the usual smart styles, the same fine hand 
workmanship, the same fine leathers, but the price is much lower. 
Knickerbockers now priced $10.50.” 

Gimbel’s, in Pittsburgh, features “the Unlined Ghillie at 
$5.00. Ghillies used to be part of the smart country scene. 
You saw them at Meadowbrook and on the golf course. But 
their swagger good looks couldn’t hide in the country very 
long. So out came the lining to make them lighter for city 
streets and into town they came. Now it’s a race to see if 
they'll be even more popular in town than they are in the 
country.” 

The May Company, Los Angeles, proclaims: “Easter Steps 
Out in Chic! Be a picture of smartness—down to your feet! 
At May’s—those stunning hand-lasted, hand-shaped shoes look 
as if they’ve been molded to your feet—all new spring styles— 
extraordinary at $7.85! (A) Step-In Pump! in black kid with 
tiny tracery of red. that gives a flattering, slenderizing touch! 
Handturned and hand-shaped of course . . . $7.85. (B) Cut- 
Out Straps! Smart in the Easter march! Satiny black kid with 
clever cut-out details and swagger strap. Hand turned, $7.85.” 
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This Shoe 
is being presented to Millions 
of Potential Customers 


THIS MONTH IN THE 
SATURDAY EVENING POST 


























SHOES 
RETAILING PROFITABLY AT 


‘4—and—$5 


ALSO A STRONG LINE 
RETAILING AT $3.50 
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The Bob Smart ROYCE 


illustrated below is made from the 
finest calfskin especially for the 
business man who appreciates style 
and quality. 


Style No. 0871 


AAA to EEE 
in Most Styles 


This advertising benefits you directly. It 
brings customers to your store—if you handle 
BOB SMART shoes. After that it is easy. 


You need only to show a pair of BOB 
SMART shoes and you make a sale. When 
the customer sees their style, workmanship 
and Jeather—it is only a question of trying 
them on. He buys readily. 


After wearing his BOB SMART shoes a few 
days, he usually comes back with his friends 
for more. One pair of BOB SMART'S always 


sells another. 


BOB SMART retail prices are surprisingly 
low for their fine quality. Profits are gen- 
erous. BOB SMART'S give an opportunity 
to build up sales and increase customer good- 
will. 


BOB SMART SHOE CO. 
Milwaukee, Wis. 


1604 Republic Bldg. 305 Lyceum Bldg. 
Chicago Office Pittsburgh Office 

































THE CUSTOM TOE 
GOES DEMOCRATIC*. 


You know it. Wide at the ball of the foot. A con 
servative point. The shoe that's slwsys been the 
exclusive right of the few who could afford custom 
shoes. Now, with Lord & Taylor's help, at » price 
which brings it to all of us who like to dress the 
Fifth Avenue way. Only one of several styles, 
however, which make the new Taylord Shoe at 6.50 
an achievement for us, an opportunity for you. 


The Taylord Shoe 
6.50 
LORD & TAYLOR 


THE MAN'S SHOP, TENTH FLOOR 
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A striking ad by Stix, Baer, 
Fuller, St. Louis, features : “‘Mod- 
ernette Footwear. These new 
styles are walking away with 
Spring fashion honors at our new 
low price, $5.00. Sandals 
Strap Slippers ... Pumps and 
oxfords for every type of Spring 
costume! Of course you expect 
a lot of Modernette Footwear. . . . 
but wait until you see what a sur- 
prising quota of style and value 
each of these Spring styles brings 
you at the 1932 price. . . . $5.00! 
In black kid, blue kid, brown kid 
and patent leather you'll find chic 
footwear models for all your 
smartest Spring costumes! Bet- 
ter Modernette shoes than ever at 
$6.00.” 

Showing one of the smart new 
Spring oxfords, Charles A. Ste- 
vens & Bros., Chicago, say: “This 
new perforated oxford is “cut- 
out” for success! $8.50. Only one 
of the many new flattering styles 
that make our Shoe Box such an 
exciting place to shop.” 

Panor’s, Minneapolis, announce: 





“They’re here—just arrived. 
Eleven superb styles. Panor’s 
“Grace Arch”—America’s finest 


fitting shoes. They’re now $6.00. 
The new colors ate Panama, Bis- 
cay, Brown, Pebble, Aztec, Scarab, 
Blue and Black, plain and in com- 
binations. AAA to C. They have 
that high snug-fitting arch. Boul- 





During February... 


YOUNG MODERNS'’ 
FEATURES SHOES AT 





This unlined oxford is soft ds a glove on the 
foot. It is made of smooth brown calfskin 
and is perforated for cool comfort. It weighs 
seatcely anything and is perfect for street or 
sports. It's priced $7.50 for the sale. 





This sandal has capti the you 


eae fal world 
of fashion—it’s so wi vag jirts that swish 
In 


cain mh flai high Spanish ih heel i 
satin wit teri i t's 
$7.50 during the co I 


There are more than 45 oiher smart styles 
in Young Moderns’ section at this attractive 
sale price of $7.50. 


All shoes in our main store, The Store for 
reduced during Fi ° 


YOUNG MODERNS' SHOES 
FIFTH FLOOR, MIDDLE, WABASH 


MARSHALL FIELD 
& COMPANY 











evard sandals, informal sandals, 
cut-out pumps, evening sandals 
and daytime ties.” ” 

By Wyman, Baltimore: 
“Charma Spring footwear, $5.95. 
Loveliest of the authentic fashions, 
in a brilliant array of the newest 
styles, smartest leathers and colors. 
Pumps, straps, oxfords and san- 


\ 























dals. And they’re all only $5.95!” 
Frederick & Nelson, Seattle: 
“Java Lizard, $5.95. Yes, the real 
ring lizard, incredible as it may 
seem, in shoes at $5.95. There are 
seven styles in this special offer- 
ing, but they won’t be here long, 
for smart women will take advan- 
tage of the saving to have them 
ready to wear with their first 
Spring clothes. Pumps, straps and 
oxfords to choose from, with Cu- 

ban or high heels.” - 
Green‘s, Dallas: “Real 
ties !—with fine quality materials 
and expert workmanship making 
them just as good as they look! 
Twenty styles at $4.95. The recent 
shoe men’s convention reveale« 
that Dallas had some of the most 
perfect feet in the country! And 
we're doing our bit to keep them 
[TURN TO PAGE 58, PLEASE] 
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A lower 
price 
for a 
better shoe 












Choice of 34 models in 
new-styled oxfords of 
traditional Imperial 
quality. No matter how 
particular you may be 
—no matter what your 
taste or style or last— 
you won't have to com- § 
promise in order to get | 
@ saving. | 


‘ 
| 





fom Ft VA £7 ES 
IMPERIAL 
: ¥é ¥ Ea) 
“A MANLY SHOE” 


‘ 


% Styles to 
Select from 


Models for both college 
and business men. The 
usual careful fitting 











IMPERIAL 
--- SHOE STORE 
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DD. MARION, INDIANA 


ANDARDIZED 








ED 








STOCK STYLE 
No. 434 
MADE OF 
RUBY KID 








The Marion Shoe Co. carry a large 
variety of instock styles for the 


T'S AN 


C-VANS CEATHES 
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The Manufacturers’ Sales Tax 


How It Will Operate If Passed and What 
It Will Mean to the Retail Shoe Merchant 


ar oe 


“THE POWER TO TAX IS THE 


Tie emergency POWER TO 


manufacturers’ sales tax, if 
voted, is expected to raise six 
hundred million dollars for the 
first fiscal year in 1933. As 
an emergency measure it will 
expire June 30, 1934, provid- 
ing the Government has bal- 
anced its budget and adopted 
economies and efficiencies to 
reduce the costs of Govern- 
ment to a normal revenue re- 
quirements. 

This is the first sales tax 
plan ever attempted by the 
United States although most 
of the European countries 
use this method of taxation 
because of its broader base. England, however, uses 
taxation on income as its great collector of govern- 
mental moneys, although now it is spending this 
income with tariffs. 

The United States would have had a sales tax ten 
years ago, in all probability, but for the fact that fol- 
lowing the war increased property values were able 
to offset even the most extravagant governmental 
expenditures the world has ever known. 

The outstanding arguments put forth for the sales 
tax plan are: It yields large revenue; it is simple and 
cheap to collect; pyramiding is avoided; the rate— 
2.25 per cent—is low, so that the burden, spread over 
a large body of consumers, will be relatively light. 

Members of the House Committee on Ways and 
Means, which reported the bill, err in their thinking 
that the tax will not be universally passed on to the 
consumer. The House committee are of the belief 
that it will be absorbed by the manufacturer. We 
telegraphed Canadian manufacturers this morning and 
found the rule in Canada is to show the sales tax as a 
separate item on the manufacturer’s invoice, for no 
manufacturer in these days of critical cost study is 
able to absorb so large an item. 

The tax will apply to all manufacturers doing busi- 
ness in excess of $20,000 annually. It would become 
effective thirty days after enactment. The tax would 
be collected by the Bureau of Internal Revenue on 


in other states. 


82 





The Ways and Means Committee ap- 
proved amendments to the Sales Tax ex- 
empting all food, wearing apparel, medicine 
and farm implements from the proposed 
2.25% levy on manufacturers’ sales. So, 
at this writing, it appears that footwear, 
as wearing apparel, is exempt. 
sales tax is not out of the woods for some 
48 states, having tax revenue deficits, may 
find ways and means of taxing retail sales. 

Harry F. Long, tax commissioner of 
Massachusetts—a state that now balances 
its budget—predicts a state sales tax as a 
means to raise revenue. 

If such a tax law is considered in one 
of the best-balanced states in the Union, 
how much more imperative is the sales tax 





DESTROY” 


the basis of the ultimate man- 
ufacturers’ price, and would 
be payable in thirty days. 

There are many excmp- 
tions but none applicabl: to 
shoes. The license sy:tem 
would be the method of con- 
trol, the charge for cach 

~ license being $2.00. 

It is not intended to re- 
quire the tax to be separately 
charged. If any separate 
charge is made, the tax is to 
be presumed to be inclu:led. 
This is a point, however, of 
great importance. A pair oi 
shoes costs $4.00 at the {ac- 
tory and the tax thereon, at 

2.25 per cent, will be 9 cents. The retailer then 
figures his mark-up on the $4.09 price. If he doing 
business on a fixed price plan, the 9 cents is going to 
make a difference in his percentage of mark-up and 
his ultimate retail price. It is obvious that six hun- 
dred million dollars cannot be taken out of the goods 
so that the price can remain as is. 


But the 


An important thing to remember 
is the principle that the tax is levied only on the 
ultimate article and at the point of transfer from the 
maker to the retailer, or jobber or user. - The sales 
tax was first considered to apply at the point of sale 
between the store and the consumer, but owing to the 
fact that the Federal Government can only apply 
emergency taxation on the interstate principle, the 
decision was reached to tax at the point between the 
manufacturer and the merchant or jobber, and not 
the store. 

The tax would not apply to: 

1. Sales of a licensed manufacturer to another 
licensed manufacturer of articles for further 
manufacture. 

2. Sales of a licensed manufacturer to be resold 
to a licensed manufacturer. 

3. Sales for exportation. 


4. Sales to municipal and county or State gov- 
ernments for governmental use. 


[TURN TO PAGE 48, PLEA>E| 
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DISPLAY EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 





Modern Trends in Men’s Shoe Stores 


Many a successful shoe store 
can definitely trace its place in the sun to the fact 
that it is a bright cheerful place in which to trade. 
For many years the children and the women have had 
special departments, agreeably furnished, set aside 
for their particular use, but only recently has there 
been any marked development in this direction for 
the men. 

The public remembers a store that is attractive and 
men especially like the place where they buy their 
shoes to be fairly simple. In many cases the heavy 
stuffy atmosphere of the old type “club” or “Den” 
shoe section is giving way to the lighter and airier 
metal furniture and fixtures. 

At first there was an objection to metal furniture, 
in that it looked too 
cold and was said to 
give a store the ap- 
pearance of a barber 
shop. With the intro- 
duction of color, now 
being used for the 
seats of both chairs 
and fitting stools, as 
well as the table tops, 
that objection was 
largely overcome. 

It is quite a trick to 
build a section of a 
store around a theme. 
The results that can 
be had from a reason- 
able amount of time 
and thought given to 
such a problem by a 
capable man are, how- 


effort. Stores must have unity of plan and treatment. 

The modern spirit of skyscrapers and airplanes is 
being expressed in a striking and radically different 
kind of shoe store furniture, and as this is an age of 
steel, it is only natural that some of the material be 
of steel. 

Smart shoe stores all over Europe for several sea- 
sons have been equipped with steel furniture of the 
type shown in the accompanying photograph and it is 
interesting to note the increased interest in it in this 
country. The lightness and self apparent cleanliness 
of the steel appeals to both men and women. 

The accompanying illustration shows a small retail 
men’s shoe store completely equipped with tubular 
steel chairs, fitting stools, smokers’ and display stands. 

It illustrates a for- 
ward step taken in 
modernizing shoe 
stores. 

One reason ad- 
vanced why merchants 
consider this kind of 
fitting desirable is 
that it is easy to 
change the position of 
the chairs about at 
will. This takes away 
from the stiff set look 
sO many men’s stores 
—and entire shops for 
that matter have at 
times. 

It tends to infor- 
mality, puts the cus- 
tomer at ease and 
creates a selling en- 


Unusual treatment of a men’s shoe store interior obtained through use of 


metal furniture and fixtures in H. W. Howell Co. store, Geneva, Ill. vironment. 


ever, well worth the 
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FLORSHEIM .Géoe 


Retail $ 


‘Price 


MOST STYLES 


$8.00 












IN STOCK, Combination 17, Style S-155 


he 











with FEETURE ARCH 


Never before has any shoe given so much com- 
fort and satisfaction as The Florsheim Shoe with 
this exclusive..comfort principle—and now at to- 
day’s new low price this added arch support and 
-<foot comfort ‘isavailable to a greater number of 
men. Eleven Feeture Arch Styles in stock. Cata- 


logue of complete IN STOCK assortment on request. 





Tue FLorsHEIM SHOE ComMPANY, Manufacturers, CHICAGO 
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Hitting the Line of Vision 





Ne! Meacnanowse Diseray line 
No2 Decorarive Live 

NOS Frevezea Linke 

NOL VALANCE Line 








Shoe Window Displays Should 
Be So Arranged as to Bring 
Merchandise into Position 
Where It Will Be Seen to the 
Best Advantage — Why Shoes 
Displayed at Certain Points in 
the Window Sell More Readily 
and How to Obtain Maximum 
Visibility. 


/ 
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By J. M. WARD YOST 








A good window display must first 
appeal to the eye in its entirety in order to secure the 
attention of the average passerby or prospective cus- 
tomer. The general arrangement, decorations, eleva- 
tions and placing of shoes should be worked out with 
this point in mind as the first glance is usually a casual 
one and should create enough interest to cause the 
display to be examined more closely. 

Underlying all principles which prompt one to view 
a display more closely is the desire for knowledge. 
Curiosity may prompt some to stop and look at a dis- 
play but the desire to gain knowledge is the funda- 
mental reason. In order to attract the passerby and 
secure the greatest amount of profitable .attention, a 
knowledge of the range of vision, perspective and how 
it applies to shoe displays is important. 

Magazines charge more for advertising on the front 
and back pages than on the inside because this space 
is more prominent. This also applies to window dis- 
plays so far as the selling value of the different sec- 
tions is concerned. Shoes displayed at certain points 
in the window sell more readily on account of their 
being in a favorable position. 


The construction of the human eye presents a semi- » 


circular surface which makes the range of vision 
semi-circular in its strength. In the accompanying 
illustration, the lines of vision presenting the greatest 
strength from an attention compelling viewpoint are 
marked with an “X.” 

If a person is near the outer edge of a sidewalk, 
his view-of the window as.a whole by a casual glance 
will be similar to the semi-dotted line in the chart. As 
he comes closer to view the display, the strength of his 
lines of vision (which are governed to a large degree 
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by his position on the sidewalk) is changed as illus- 
trated in the second figure. 

The heavy black line No. 1 indicates the most im- 
portant selling space. The selling power of this space 
lessens as the display becomes higher, which is indi- 
cated by the tapering line. As a general rule, shoes 
should not be placed above the level of the eye. The 
part of window representing the most valuable sales 
space is near and around a point indicated by the 
figure 1. 


‘Phe decorative frieze and valance 
lines are also shown in the sketch. Decorative effects 
should be arranged above the display instead of di- 
rectly back of the shoes, where they have a tendency 
to detract from the merchandise rather than attract. 
Only decorative effects that will enhance the general 
appearance of the display should be used. 

One of the advantages of the modernistic style of 
decoration, now so much in vogue in the treatment 
of windows, lies in the fact that it tends toward sim- 
plicity. The simple backgrounds, square cabinets and 
use of straight lines form an effect that is pleasing 
without distracting the attention of the customer 
from the shoes themselves, which naturally should 
always be the center of interest. The plain color back- 
grounds and decorations used so extensively in mod- 
ernistic window trims produce a pleasing picture with- 
out the overdone ornamentation that often tends to 
confuse the eye rather than attract favorable attention. 

Effective window displays, like most other accom- 
plishments, are not achieved through chance but by 
careful and painstaking attention to detail. 
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FOR 


STURDILY CONSTRUCTED 
IN ALL POPULAR COLORS 


27 INCH # 36 INCH 
40 INCH ® 45 INCH 


FLUFFY TASSEL ENDS 
OR PLAIN TIPS 


* 


Hafshend, offers a complete shoe lace line . . . 
attractively packed ... reasonably priced . . . and 
dependable quality on which any retailer can build 
a profitable repeat business. 


A good shoe and a cheap lace is an unbalanced 
combination that leads to dissatisfaction. An un- 
reliable lace in a good shoe causes enough incon- 
venience to jeopardize your repeat business. 
There are well known shoe retailers who specify 
Ydlgbeot, SHOE LACES in their shoes. They know 
the necessity of satisfying their customers 100%. 


ORDER FROM YOUR JOBBER 


READING 
PENNSYLVANIA 


Boot AND 


T5808 RAYON SHOE LACE 
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Playing Up New 


A 


E Walk-Over store at 
510 Fifth Avenue presents 
this delectable array of foot- 
wear to the eyes of the 
throngs parading daily on the 
“avenue.” National adver- 
tising is linked with that of 
window display through the 
enlarged illustration from 
an advertisement which is 
used for a background. Steps 
rising in a pyramid effect 
show shoes and bags. Ho- 
siery fills out the display. 


Vv 


“7 , 
ailored Town Footwear” 
is the slogan of this recent window of the Walk-Over 
store at 510 Fifth Avenue, New York. In addition 
to this mark of identification, the horizontal lines above 
and below each line of lettering bring distinctiveness 
to the window. The use of lines in the construction of 
the background shows how simple it is to gain an 
effect of uniqueness. The inverted right angle on the 
left wall is an effective element in the composition of 
the window. A double molding is used in this case. 

As a tie-up with national advertising, a page ad 
from a style publication is mounted and shown in this 
display under the raised lettering. An almost life size 
enlargement of the figure shown in the ad makes the 
center of interest and background of the display. 
Fashion drawings are basic in their feminine appeal 
and if well done cannot fail to arouse the attention of 
the passerby. 

The display of merchandise is simple and effective. 
Steps of a uniform height show shoes of various 
styles and appropriate accessories. Hosiery is em- 


Boor AND SHOE RECORDER 
>ombining THe SHoe Retalier, March 26, 1932 


Shoes for Spring 


ployed in its double function—merchandise associated 
with shoes, and, for the displayman’s purpose, supply- 
ing long curved lines which soften the harshness of 
the platforms. Bags in leathers matching the shoes 
are displayed to advantage. 

It is advisable whenever practicable to tie up window 
displays with other forms of advertising. In this 
way the publicity power of both window displays and 
advertisements is reinforced and strengthened. When 
a store features a certain line or group of shoes in a 
striking newspaper ad or mailing piece, the same 
shoes should be played up in the windows. Thus cus- 
tomers are prompted by the illustrations and descrip- 
tions in the newspaper ad to look in the store win- 
dow and see the shoes themselves. If the latter appeal 
to the customer’s taste a sale is likely to be the result. 

It is also a good idea to follow the example of this 
store and show reproductions of the ads in the win- 
dows, thereby establishing a closer tie-up. This ap- 
plies both to newspaper ads of the store or national 
magazine ads of a featured line. 








IN THE LAST ANALYSIS « « - - - 











T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women's) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 


COORDINATED LASTS 


wwvwwvovvovovJovwvyyv 


CO Ee eS A 


UNITED LAST COMPANY * BOSTON ¢ MASS. 
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NATIONAL NEWS 


—___—. 


>» HOW’S BUSINESS? < 


—_—- 


Retailers Not “95 Per Cent Broke” 


CuicaGO—The first preliminary fig- 
ures to come from the Educational Di- 
vision of the National Shoe Retailers’ 
Association on store operations for 1931 
are surprisingly encouraging. From the 
reports of last year’s operations exam- 
ined so far the following facts appear: 

1. At least 30 per cent of shoe mer- 
chants showed a profit in 1931, al- 
though this was largely confined to the 
smaller stores. 

2. Approximately 60 per cent took 
all their discounts; 20 per cent took 
part of them; 10 per cent took none 
and 10 per cent did not report on 
discounts. . j 

8. Thirty-five per cent did not owe 
the bank; 10 per cent had no debts 
whatever. 

4. Forty per cent were in better 
financial condition than a year ago; 
60 per cent, worse. 

Commenting on these figures, Man- 
ager James H. Stone, of the associa- 
tion, says: 

“Merchants have curtailed their own 
salaries, cut down stocks, and pinched 
here and there, all with the idea of 
preserving their financial integrity to 
the best of their ability. These are 
actual facts and they are quite at vari- 
ance with the idle gossip that. ‘Every- 
one’s broke in the shoe business.’ 

“Our Educational Division” says 
Mr. Stone, “is very anxious to secure 
as many reports as possible so that 
the facts developed shall be as accu- 
rate as possible. We want shoe retail- 
ers everywhere—whether members or 
not—to know they are invited, even 
urged, to send in their inventory fig- 
ures. Those who do so will receive a 
Personal, confidential letter from our 
Educational Division which will pre- 
Sent a review of their operations and 
contain suggestions for putting their 
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CORRECTION 

In our issue of December 12, we pub- 
lished the reported assignment of Louis 
Caplan, who operates the Trumbull 
Shoe Co., at 22 Trumbull Street, 
Worcester, Mass. This report was er- 
roneous and we are glad to give the 
correction prominence and to acknowl- 
edge our error. Mr. Caplan was re- 
ported to have suffered loss by fire, 
and his financial standing was not at 
all in question. 





business on a profitable basis, or if 
already profitable, will state whether 
or not it is in or out of line with ac- 
cepted standards of retailing. 

“All this is absolutely without cost 
and with the assurance of our associa- 
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SHOP TALK 
By 
H. F. B. 


Whad’ye think of a buyer 
Who offered a manufacturer 
Twenty-five cents more 

A pair than was first asked? 


We saw this happen in 
A salesroom a couple 
Of weeks ago. 


The buyer was one of the best 

In the shoe game and has a 
Reputation for keen merchandising. 
We asked him why he jacked 

Up the price on himself. 


His answer was that he gets 

A real profit on his shoes, 

And in order to make the shoe 
He was buying really worth 
The price he would ask, 

He wanted the producer to 
Have a profit that would 
Enable him to make the 

Shoes absolutely “right.” 


We think he was right. 











tion that the analysis will be strictly 
confidential. To obtain this service any 
dealer need only write The National 
Shoe Retailers’ Association, 8 South 
Michigan Avenue, Chicago, IIl., and 
say, ‘Please send inventory blank.’ 

“It is the intention,” says Manager 
Stone, “when all reports have been 
analyzed, to prepare a summary which 
will be an authoritative digest of 
operations in the various volume 
groups. This summary will be pub- 
lished in book form and will be sent 
free only to those who cooperate by 
submitting reports. 

“The Educational Division has been 
working on these reports steadily for 
quite a few weeks, but even so, the 
division has been able to make its sur- 
vey and forward it to the dealer within 
a few days after his figures have been 
received. A dealer has everything to 
gain, and surely nothing to lose, by 
sending in his figures. 

“We are especially desirous of re- 
ceiving reports from dealers who feel 
their business is not producing as it 
should, and everyone is invited to ask 
any special questions or present any 
problem they do not quite understand 
or know how to handle when submit- 
ting their figures. They will be prompt- 
ly answered.” 


Rochester Production 60 to 70 Per Cent 


ROCHESTER—Virtually cleaned up on 
their spring production, Rochester dis- 
trict factories last week looked forward 
toward a lull whose proportions none 
was able to estimate. 

Factories in Rochester and along the 
Southern tier were operating at be- 
tween 60 and 70 per cent of capacity. 
Most of the larger shops had enough 
orders ahead to keep them going until 
the middle of April. Easter trade was 
considered good, taking general condi- 
tions into account. 

Everybody is looking to a great sea- 
son in white for women’s shoes. 
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PROFITS IN SHOE POLISHES, DRESSINGS AND DYES 
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Dyes, Cleaners and Polishes for Spring and Summer 





For the coming Spring and Summer season white will dominate both women’s and men’s fashionable 
footwear more than ever before. This trend of whites presents again an opportunity for shoe merchants 
to realize extra profits through the sale of white polishes and cleaners. 


White footwear, properly cared for, will always be a decided adjunct to the appearance, health and 
comfort of the individual. 


White footwear necessitates constant care by the wearer and with white again leading, suitable cleaners 
will be in great demand. 





For women, white shoes in kid, calf, elk, buck or woven mesh fabric, either alone or in combina- 
tion with all colors of the spectrum, will be popular as the season progresses. White or combinations of 
white will be correct for evening wear, while town and country sportswear may be expected to continue 
its most popular tendency to white. 


With lighter fabrics due for the biggest season yet in men’s clothing it naturally follows that a gayer 
note in men’s footwear may be expected. Combinations of black and tan with white will again be very 
popular, and all-white buckskin and elk shoes will bring up a close second. 









The Empire Period style in women’s wear should increase the use of shoe dyes by women. The cus- 
tomer should be reminded that her shoes can be dyed to match her dress or her accessories, thus creat- 
ing for her an entirely individual ensemble. 










CAVALIER WIZARD 


POLISH AND DYES F. B.C. 
ALASKAN WHITE 


Cleaner and Dressing 
Cleans All White Shoes 


NOT SOLD TO DRUG, GROCERY 
OR CUT PRICE STORES | 

SHOEMEN SELL IT i Will Not Rub Off. 

Ne Unfair Competi- A Product of 

an A Good Profit Wy Amalgamated Leather Co. 


° Send for Free Sample 
CAVALIER CORP. 


Guaranteed by 
KEY HIGHWAY Wizard Polish and Chemical Co. 
Baltimore, Md. 15 West 172nd Street 


New York, N. Y. 

































SELL Original Marvelous Dyes 
YOUR OWN BRAND 
OF 


POLISHES 


Combine Profits with Ad- 
vertising— 

We supply a choice of 
beautiful carton designs 
bearing your own name, 
address or trade mark— 
Plus Quality Polish—a 
no extra cost. 





The only dyes 
on the market 
that are truly 
neutralized 
for the dyeing 
of ALL fab- 
ric shoes. 





ASK 














For information write Absolutely Harmless 
SHOE SUPPLY SYNDICATE 
aie eas ™ ss gg Marvelous ot adage y 





UNION CITY, NEW JERSEY 
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YOU NEED THEM NOW— 


AND WE HAVE THEM 
The Styles of the Hour 


UNLINED 


IN STOCK 











No. 836—brown calf 
No. 837—black calf 


No. 838—white genuine pig. . $4.50 ry - — om ig. $4.50 
. 840— nuine pig. . $4. 
275 last, 15/8 leather heel, AAA to C, ys white genuine pig 
3 to 9 Long laces and leather tassels 


275 last, 15/8 leather heels, AAA to C, 
3 to 9 


No. 819—brown elk 
No. 818—black genuine pig $4.50 
*No. 820—white genuine pig $4.50 
*No. 841—beige calf 


Plump mellow leather. 
223 last, 13/8 leather 


heel. Long laces and 
leather tassels. 


AAA to C, 2% to 9 


*Style marked with * 
carries rubber soles. 


ASK FOR COMPLETE STOCK CIRCULAR. 25 FAST SELLING STYLES IN STOCK NOW. 
SAMPLES PREPAID 
TERMS: 5% 30 Days—F.O.B. Carlisle 


CARLISLE SHOE COMPANY 


722-724 Marbridge Building, New York, N. Y. 
seme FACTORY: CARLISLE, PA. 
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WHERE TO BUY 
Shoe Forms 





I airy Jorms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn, N.Y. 


FF OF OF EP oP EP er ee 


WHERE TO BUY 
Men’s Shoes 


6 8 6 8 8 8 








Quon A. PACKARD co., Makers 
a 


and MILLER COOK SHOES 
+ A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y. 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 
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‘HIGHEST CRADE ONLY” 


EAST WEYMC UTH.MASS.U S.A. 











“A MAN’S DECISION” 


THE 


WELy 


W 


. Men’s 
Fine 
Shoes 


Old 
‘Colony 
Shoe Co. 
Brockton, 
Mass. 


_« 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 




















The Manufacturers’ Sales Tax 
[CONTINUED FROM PAGE 82] 


It will, however, apply to sales to 
the Federal Government, so any Army 
and Navy shoe contracts must carry 
the tax. 

The tax applies to imports on the 
basis of dutiable value, plus the tariff, 
so that on a shoe coming into America 
the original costs of the shoe, plus the 
tariff, make the sum upon which the 
sales tax is levied. 

The inevitable consequences of a 
decrease in governmental revenue, 
through other sources of taxation, will 
make imperative some method of :col- 
lecting at least a half billion dollars 
this year. Economists can see no other 
way than through the sales tax. Po- 
litical pressures are being brought to 
bear by both sides. This pressure is 
discounted to a degree because Con- 
gress has never known a time when 
business did not come to Washington 
but that it opposed tax legislation or 
wanted something in the shape of tariff 
protection. 2S 

Three - important and influential 
groups, directly or indirectly, are push- 
ing the sales tax propaganda—/first, the 
farmers and the real estate owners who 
are now heavily burdened by the prop- 
erty tax system—second, the strongly 
entrenched public utilities and financial 
interests who want to put the tax bur- 
den anywhere else but upon their own 
shoulders. They advance the sales tax 
as an alternative to any specialized tax 
trend in their own direction. The third 
great group, which is beginning to as- 
sume great power, is the army of tax 
spenders—amillions of public employees, 
school teachers, contractors, road build- 
ers and others who depend for their 
living on our public treasuries. They 
are not particular as to where the new 
revenue comes from, but they know 
that their pay envelopes come from 
that source. The national emergency 
manufacturers’ sales tax has had the 
effect of retarding state sales tax plans. 

During 1930 great industrial states 
like Michigan, Indiana, Ohio and New 
York considered in their legislative ses- 
sions several retail sales tax laws. In 
1931 more than one-third of the 44 
states then in session considered plans 
for sales taxes. A mild sales tax is now 
in operation in Indiana. Kentucky has 
a law that is a little more burdensome. 
Georgia passed a law in 1929 which ex- 
empts, or lets off, little or small retail- 
ers, and taxes only after exemption of 
the first $30,000 retail sales. 

Nevertheless, we are in for a period 
of tax collecting. John Marshall said, 
“The power to tax is the power to de- 
stroy,” but we also realize that unless 
we do tax in some form or other, the 
business of government cannot continue 
orderly.. We are of the belief that the 
sales tax will be passed, but that it 
cannot be hidden in the price of goods 
and that a natural increase in the price 
of goods at retail will result. 

Taxation, like other costs involved in 
the process of production, is, in the last 
analysis, paid by the consumer. 


45 












UP FROM THE RANKS 








ATLANTA — One 
of the best-known 
women in South- 
eastern shoe circles 
is Mrs. Nell Bo- 
land, buyer and 
stylist for the big 
women’s shoe de- 
partment of Rich’s, 
Inc., in Atlanta. 

Mrs. Boland 
‘started work in 
Rich’s shoe depart- 
ment twenty - two 
years ago as a 
sales girl. But, un- 





Mrs. Nell Boland 


like many sales girls, she took a real’ 


interest in her job. First of all she 
determined to learn how to fit, and 
devoted many hours: to this particular 
phase of the work. 

Next she took ‘up style with the same 
enthusiasm, with the result that her 
sales curve soon began to rise. Within 
a few years she was outselling all of 
the girls on the floor, and today, in 
spite of many other duties, she is one 
of the leading sales ladies in the South 
in point of actual’sales made. 

Her record soon attracted the atten- 
tion of Oscar Thompson, veteran shoe 
man and owner of the department, and 
for the past twelve years she has been 
his assistant and buyer of many of the 
women’s shoes put in stock. 

It is, however, as a stylist that Mrs. 
Boland stars. Every year she attends 
the style shows in New York, and fol- 
lows these up by studying the styles 
in Miami and West Palm Beach every 
February, with the result that Rich’s 
leads the Southeast in the presentation 
of styles. 

It is said that Mrs. Boland never 
makes a mistake in her estimate of 
what will be in demand. 

For example, months ago she fore- 
cast the popularity of the Ghillie tie 
fashion that is now proving so popu- 
lar, with the result that her department 
has become headqquarters for this type 
of shoe. 

In short, Mrs. Nell Boland is a 
typical example of what a woman can 
do for a shoe department once she 
puts her mind to it. 


Groenewald Now with T. K. Kelly 


MINNEAPOLIS,—H. C. Groenewald, well 
known in the shoe industry, who has 
recently been connected with the Vulcan 
Corporation of Portsmouth, Ohio, has 
returned to the T. K. Kelly Sales Sys- 
tem of Minneapolis, with which he was 
associated some years ago. Before 
going with Vulcan, Mr. Groenewald 
was connected with Joseph M. Herman 
Shoe Co. and other well-known shoe 
manufacturing firms. 
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These Pictures Show 


[he Difference Between Ordinary Store 
Fixtures and the Kind of Equipment 
Needed to Sell Shoes Today 


} xed short years ago, almost any 
shoe store could do a profitable 
business. Money was being spent 
freely and most merchants got their 
share. No matter how their stores 
looked. 

Buttoday, times have changed. People 
are still buying shoes, but caution 
influences them to buy only in stores 
that Jook successful and reliable. The 
character of a merchant and his mer- 
chandise is often represented by the 
impression his store gives. 


Progressive merchants, like the Fash- 
ionable Shoe Company, have realized 
this. With faith in American business, 
and courage to fight the depression, 








have invested in new store equip- 
ment, or completely modernized their 
stores. The result is obvious. Look at 
the pictures above. If you were buy- 
ing shoes, in which store would you 
spend your money? 
Up-to-date fitting chairs. Efficient 
arrangement. Modern displays. 
Grand Rapids Store Equipment Cor- 
pone considers every factor to 
elp attract customers and cut selling 
expense. Business is better today than 
ever before for merchants with the 
courage and foresight to fight for it. 


Grand Rapids not only makes every 


type of retail store equipment but, 
through its Construction Division, 


GRAND RAPIDS STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Mich. Branch offices and representatives in every 
territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; New York City 


STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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BEFORE 


This picture shows the old- 
JSashioned idea of how a shoe 
store should be equipped. Good 
enough for the Fashionable 
Shoe Co., Morgantown, W.Va, 
in 1920, but hopelessly out-of- 
step with today’s competition. 


AFTER 


This picture shows how Grand 
Rapids completely remodelled 
and re-equipped the Fashion- 
able Shoe Store. An attractive, 
modern store where people 
like to spend their money. 


offers a unique and complete store 
building service. 


Note Coupon 


No matter whether you are inter- 
ested in a single fixture, a complete 
new store or remodelling job, you 
are urged to consult us. There is no 
obligation. To get acquainted we 
would like to send you an informa- 
tive and authoritative book on retail 
merchandising and store equipment 
that sells. It is called “The Road To 
Success.” Simply send the coupon 
below. You'll be glad you did. 


GRAND RAPIDS STORE EQUIPMENT CORP. 
Dept. B-12, Grand Rapids, Mich, 


Gentlemen: Please send us your book ‘“‘The Road 
To Success.” No obligation. 

































































WHERE TO BUY 


Shoe Accessories 











PRINCE OF WALES OR 
GHILLIE SANDAL LACES 


In stock, ready -to ship. In staple 
or fancy colors, various lengths. 
Leather tassels to match. 


A. J. BERGREN 


327 West Monroe St, 








Chicago 
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WHERE TO BUY 


Women’s Shoes 









(poeecccooocccccoooooocey 
GENUINE 
HAND TURNED GHILLIE TIE 
BROWN 
SMOKED 
LEATHERS 


No. 885 
AA te D 


$2.60 


THREE WEEKS DELIVERY 
L. B. EVANS’ SON CO. 
WAKEFIELD, MASS. 


Cecoccccccoococoooosooe(! 











FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 











©“ KUSH-IN-EZE”@ 
REGISTERED 
Hand-turned house shoes with 


all that any woman desires in a 
shoe of this type. All sizes and 
widths’ in 
stock, Thirty 
numbers.— 


Send for Catalog 








Black Kid 
$2.00 
VAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 
© (DIVISION OF L. B. EVANS’ SON CO.) © 























Beware of Scavengers 
[CONTINUED FROM PAGE 22) 


good shoe can only be made one way, 
and that its worth, measured in dollars 
and cents, is determined by reputable 
manufacturers and merchants. 

The time has come to turn away 
from the price alone in shoes. The 
time has come for truth in shoe ingre- 
dients and shoe service. 

Throw the scavenger out of the store 
before his oily tongue tells you that 
the public won’t pay any more. The 
truth is, the real public is finding anew 
its money’s worth in shoes. In a way, 
the public had to get acquainted with 
cheap shoes before they could rebel 
against them. The merchant, as the 
selector of shoes for his community, 
must now see the folly of shoddy shoes 
at any price. 

Stop trying to think how much 
money a man or woman has in his or 
her pocket, and begin to think of what 
you have to offer in a shoe in whole- 
some ingredients, in real fashion, in 
honest service and in values. Show 
your good goods—the public will find 
the money. 

We hope this marks the end of the 
scavenger and the beginning of sanity 
in shoes, ~ 


Goins Goes to Danville 


CINCINNATI—E, H. Goins, former 
assistant to F. H. Rasmussen, manager 
of the shoe department of the H. & 
S. Pogue Co., Fourth Street, has re- 
signed and accepted a position as buyer 
with the Welsh-Wiseman Co., Dan- 
ville, Ky. 








Kennedy Succeeds Taylor 

DANBURY, CONN.—Neal Kennedy of 
Springfield, Mass., has succeeded P. A. 
Taylor as manager of the shoe store 
of the G. R. Kinney Co., Inc., 185 
Main Street. 





Green Buys Store 

ATLANTIC, IowaA—Francis M. Green, 
formerly of Des Moines but more re- 
cently of Omaha, has purchased the 
American Shoe Shop here from E. 
Ihnken. 


OBITUARY 
i EES 
]. Harry Thomas 

INDIANAPOLIS—J. Harry Thomas, 
aged 60, died Tuesday, March 8, in 
the City Hospital as the result of a 
cerebral hemorrhage. Mr. Thomas was 
stricken on Thursday in a downtown 
office. For more than 38 years, he 
has traveled Indiana and the Central 
West as a representative of a number 
of St. Louis shoe manufacturers. He 
was a member of the Indiana Shoe 
Travelers Association, Scottish Rite 
Masons and the Shrine. He is survived 
by his widow, two sons, a sister and 
two brothers. Burial took place in 


Irons-Miles cemetery, west of Plain- 
field, Ind. 





Boor 
combining THs SHor Reratter, March 26, 1932 


Lew W. Cooper 


INDIANAPOLIS—Lew W. Cooper, 69 
years old, for years a widely known 
shoe man of this city, died recently ip 
a local hospital after a long illness. 
He was a member of one of the oldest 
families in this city, being connected 
with his father, D. W. Cooper in the 
D. W. Cooper Shoe Company in South 
Meridian Street. He belonged to sey. 
eral fraternal organizations. He js 
survived by his widow, a son and a 
daughter. 


ooo 


Otto Pruss 


CINCINNATI—Otto Pruss, 52, 259 
McCormick Place, Mt. Auburn, secre. 
tary of the Krippendorf-Dittman “om. 
pany, shoe manufacturers, committed 
suicide at his residence on March 17, 

He ended his life with a bullet from 
his revolver. He had been an employee 
of the shoe company 42 years. His 
widow, Mrs. Carrie Pruss, survives him, 





— 





» TRADE DOINGS ¢< 
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Spring Footwear Revue 


SAN FRANcIScO—In accordance with 
its annual custom, the R.K.O. Orpheum 
Theatre, in conjunction with the San 
Francisco Chronicle staged, the week 
beginning with Sunday, March 13, San 
Francisco’s Spring Footwear Revue, 
the Chronicle coming out with a special 
shoe section of six pages on Sunday 
the 13th. filled to the brim with style 
articles on shoes and shoe ensembles 
and, of course, shoe ads from San Fran- 
cisco merchants. The Revue at the 
Orpheum was a marked success, How- 
ard Thurston, the magician. on the 
week’s program, doing his bit by pull- 
ing latest-style shoes out of his hat 
instead of the proverbial rabbits, and 
Don Geoarge, popular organist and 
composer, dedicating his new composi- 
tion, “The Shoe Parade,” to the event. 





Issues Catalog 


CoLumBus—The Walker T. Dicker- 
son Shoe Co. reports that excellent re- 
sults have been obtained from the issu- 
ance of a stock catalog recently. This 
company had never issued a stock cata- 
log previously, confining its efforts in 
that line to circulars. Results were 
very good and the company plans to 
specialize more and more on stock 
shoes. 

The factory is being operated stead- 
ily, according to officials of the com- 


pany. 





Old Wholesale House Quits 


PROVIDENCE—The Green, Anthony 
Company, wholesalers of footwear for 
94 years, has closed out the business, 
stock being purchased by the Outlet 
Company for sale disposal. 








p> PROFITIZE YOUR BUSINESS IN ’32! 4 


AND SHOE RECORDER 












BSae3 


SaaS me, 


ge fl 


JOHNSON'S. “HEELKUP” CUSHIONS--"They Cup the Heel” 


er, 69 


known For Sore HEEts For SHoes THat Sup For SHort Firrep SHOES 
a yi 9, ” : ° P P . ‘ ° 
“tl Johnson’s “HeelKup” Cushions cup the heel, distributing the weight to the fleshy protecting portion of 
oldest the heel, thus taking the strain off the point of the Os Calcis or heel bone. 

nected You have no doubt noticed that when the ordinary heel cushion has been worn for a time it begins to roll 
in the at the edges cupping to the curves of the heel. However, owing to the fact that the ordinary heel pad 


South is an even thickness over its entire surface it fails to “cradle” the weight and merely curls up around the 
edges centering all the weight on the point of the heel bone as in Figure 1. 

The fact that this curling is possible is proof that there is unoccupied space around the heel seat. 

Nature solves this problem by providing fleshy padding all around the heel which under natural condi- 

se _— Earth) imbeds in the soft yielding earth and provides a resilient protection against hurt, 
igure 2. ‘ 

Johnson’s “HeelKups” have borrowed Nature’s idea and applied it to hard unyielding shoes, providing the 

same protection that we would have in soft yielding earth if we walked barefooted. Figure 3. 

Johnson’s “HeelKups” fill up the space around the base of the heel, cradling the weight on soft yielding 

shoulders of felt. If Nature had intended the point of the heel bone to be the weight bearer she would have 

cushioned it instead of that portion all around it, Jounson’s “HeelKups” cushion the heel in Nature’s 

own way. 

4 sizes: to fit shoes—4-5, 6-8, 9-11, 12-13. 


CALLUS CUSHIONS are now made in soft 
C A L L U \) White Buck and Nubuck leathers, adding to their 
Fig. 2. — Weight dis- already numerous qualifications for being the best 


ie cartons pg: Mlle and most practical Metatarsal Pad. 
earth yields to contour of of the customers who enter a shoe store 
the beel—cupping it. 95 % have metatarsal arch trouble. The cus- 
ae tomer whose feet bear a painful, cal- 
loused condition is a time loser in any store. It is a matter of trying on pair after 
pair, seeking a comfortable fit, when actually it is not the fault of the shoe. 
Slip a pair of Johnson’s Callus Cushions in the pair of shoes which meets the customer’s 
eye and you will find smiles where only frowns grew before. Excess pressure is 
relieved from metatarsal heads—the contour of the arch restored —the toes relax and 
grip. Your customers literally “Walk On Bubbles Of Air.” 
Show fewer shoes to a customer—salvage those sales which “might have been.” The 
prime requirement of most customers is ComForT along with beauty. A defective 
metatarsal arch makes comfort out of the question unless you can furnish an effective 


metatarsal pad. 
Ask Your Jobber or Order Direct 


They fasten with 
prongs. 


Callus Cushions $3.50 doz. 
For + oe sizes 


Fig. 3 — No strain or JOHNSON PRODUCTS, INC. oi 68 over 8 


soreness here when 4-5 
“ ” i . a HeelKups $2.00 per doz. 
weight iS dea or te” «606: 145 E. 22nd Street Indianapolis, Indiana ik ee coms 


Here is the Simplest, Easiest 
Way to Learn All About 
SHOES and LEATHER 


Make your spare time profitable. Learn 
quickly and easily all about shoes and 
leather. Know how shoes are made— 
their cut—the leathers used. Build up 
Glib eceaversation se your appreciation of shoes as merchan 
longer sells merchandise. dise—of shoes in relation to the cus- 


The successful salesman tomer. All this information is given 
today sells the goods. To you in 


sell them, he must know 
The Shoe and Leather Lexicon 


his goods thoroughly 
THE SHOE and LEATH. 
This wonderful little book that just fite 


ER LEXICON will give 
you a full knowledge of 


shoes. Get a copy and 
increase your selling 
ability and your sslary. 


your pocket has 83 pages of just the 
information you need every day. It will 
extend your knowledge and increase your 


pay. Just printed in the Sixth Revised 
Edition. The price is only fifty cents 
cash with order. (Money order, currency 
or stamps accepted.) 
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WHERE TO BUY 
Ballet Slippers 


Oh EE 8 PS EP 


Everlast Toe— 
It Saves and It Sells 


When deciding on a line ask if it 
has what the public wants. Ad- 
vance ballets have 8 sales fea- 
tures, are nationally advertised and trouble 
free. Welcomed by schools and a sure re- 
peater. Send for sample and catalog. Illus- 
trated is the new Everlast Toe. 


ADVANCE THEATRICAL SHOE co. 
Dept. 9, 159 N. State St., Chica 
Branch: 6362 Hollywood Blvd., Hollywood, Cal. 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 





experiment. 


above. 











HARD TOE DANCING SLIPPERS 
IN STOCK 
ct, We piaite, $260 
Black Ka. PAIR 
Sizes: 5 Childs to 8 Ladies 
Widths B to E 
Send for Catalog and 

BEN & SALLY qmnarescal pod WEAR, oA 
244 West 42nd St., New You ne -™ 


WHERE TO BUY 


Dancing Shoes and Taps 


























* KENDALL’S 


Style No. 11 Patent Lea. 
Women’s 2 to 8, B and C 


Misses’ It to 2, B and C 
$1.90 


PROFESSIONAL 
Friars. 











25¢. a pair 


Style No. 12 
lack Kid 
Women’s 2 to 8, B and C 
Misses’ 11 to 2, B and C $1.65 


* KENDALL SHOE COMPANY * 
HAVERHILL, MASSACHUSETTS 

















Baker Store Remodeled 


MINNEAPOLIS—Baker’s Shoe Store 
has opened at 620 Nicollet Avenue, fol- 
lowing complete remodeling of the 
building. L. J. Westbrook from Dallas, 
Tex., will be manager. A spring bag 
was given to each shoe purchaser. Vice- 
President Simon Edison of St. Louis 
and Regional Manager J. R. Arnette 
of Kansas City attended the opening. 


New Haven Dealers Organize 


New HAVEN, Conn.—A retail shoe 
dealers’ association has been formed 
here under the auspices of the New 
Haven Chamber of Commerce with 27 
merchants enrolled. It is anticipated 
that the membership will gradually be 
increased to 100 or more. 

Harry B. Isaacs, proprietor of 
Harry’s Shoe Store, 39 Church Street, 
men’s footwear, was chosen president 
at the organization meeting held March 
14 at the newly-enlarged store of John 
P. Lund & Co., 845 Chapel Street. 
Election of other officers and selection 
of a name for the group was deferred 
until a meeting to be held in April. 

John P. Lund, who played host to 
the group, opened the meeting with an 
expression of welcome and turned it 
over to Sidney Stokes, proprietor of 
the Walk-Over Shoe Shop, 930 Chapel 
Street, who acted as temporary chair- 
man. Mr. Stokes is president of the 
Chamber of Commerce Retail Division. 
Following his election as president, 
Mr. Isaacs appointed two committees, 
one to hand!e a membership campaign 
and the other to seek ways and means 
of curbing the activities of itinerant 
shoe peddlers, who, it was stated, have 
made serious inroads upon the business 
of established footwear retailers in 
New Haven. 

The membership committee is com- 
posed of Harry Fleisher, I. Miller; 
James Barrett, Cantilever Shoe Store, 
and William Clifford, French, Shriner 
& Urner, 

Those serving on the anti-peddling 
committee are John P. Lund, Martin 
Badger, Louis Rosenfeld and President 
Isaacs. Additional committees will be 





named at the next meeting, when the 
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BIG FOR ITS AGE 





When Joe Michaels, maestro of the women’s shoe department at Saks-34th Street, 
New York, instituted a $6.00 shoe department a year ago, it was more or less of an 
The soundness of this price and the type of “Younger Set” shoes in the 
department has been proved. This month the department celebrated its first birthday, 
with an appropriate cake and one glowing candle, as shown in the window display 
The window was the rounded corner one right at the intersection of 34th 
Street and Broadway, one of the heaviest pedestrian traffic corners in the world. This 
window stopped ’em. The birthday idea also was exploited in newspaper advertising, 
a reproduction of which appears on page 24 of this issue. 





full slate of officers is to be completed. 

A buffet supper was served to the 
group through the courtesy of Mr. 
Lund, who was tendered a vote of 
thanks for his cooperation. 





Farr Store in New Building 


READING, Pa.—The new Farr Shoe 
Store was opened at 448 Penn Street, 
after being located for many years in 
the Eagle Building at Sixth and Penn 
Streets. Alvin B. Rahn is the manager. 
He has been with the firm for the past 
15 years. The formal opening took 
place on March 11 and the evening 
prior was given over to an inspection. 
No merchandise was sold. All cus- 
tomers on the opening day were given 
handsome souvenirs. 

The new building represents many 
features entirely novel to the shoe 
trade in Reading. Concealed stock 
rooms on the three sides of the ground 
floor are a feature. Decorated -paneling 
separates the rows of shoe boxes from 
the attractive sales:room. The interior 
is finished in light tan and blue gray. 

Inside the door is a slipper salon for 
high-grade slippers, women’s shoes and 
accessories. There are special depart- 
ments for women’s and men’s shoes. 

Another feature is a kiddies’ shoe 
salon, finished in plush, where mothers 
can take their children for footwear. 
Modernistic lighting fixtures furnish 
the illumination. On the Penn Street 
and Fifth Street fronts of the building 
are spacious show windows. 

The store is most pleasing and orig- 
inal in every way. 
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RAIGHT 


as. a Plumb Line.. 


The Mears MONOPLANE HEEL 


is the modern refinement of the popular Cuban 


heel. 


Straight lines replace the old, incongruous 
curved breasts of the ordinary Cuban heel. 


The result is an added touch of smartness, an 
unusual trim military effect and a heel of perfect 
symmetry. 


Mears MONOPLANE heels will add distinction 
and beauty to your Cuban heeled models, and 
assure you the finest workmanship and materials 
that it is possible to buy. 








The curved 

breast line 

of the old 
method 





FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y, Salem Depot, N. H. 


M | AY WOOD 


HEELS 





This trademark is your safe- 
guard in selecting wood heels. 
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WHERE TO BUY 


Children’s Footwear 


rt 8 8s ee 











163 NUMBERS IN STOC 
520 SIZES AND WIDTHS. NEW CATALOG 


SHOE MFG.CO. 


MILWAUKEE,.wWIS. 


LANE BRO. CO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 


















MRS. ~iguieies IDEAL BABY 


SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four yeare! 


Danvers, Mass. 














Children’s Fine Goodyear Welt Shoes 


THE GILBERT or co. 
THIENSVILLE, 














IN STEP WITH er & 


IN erock 
— Patent Nelda 
ines Strap 11/8 
Covered Heel AAA-C 
2%-8. Price... .$2.60 


7379—Patent Pamela 
Buckle Strap. 12/8 
AAA-C, 


3%-8. Price ...$3.00 






(Stock T 3: ¥ 
wa 


BURDETT SHOE CO. 
pc taste 


LYNN, MASS. 











FLEXIBILITY 
3 SMOOTHER INSOLES 
QUALITY AT LOW PRICES 
By 


SHAFT-PIERCE SHOE COMPANY 
FARIBAULT, MINNESOTA 











Quality Campaign Fostered 


New York.—Aggressive steps were 
being launched today by leading cre- 
ators, manufacturers and retailers to 
open a determined battle against the 
exploitation of women’s fashionable 
merchandise. The movement is a result 
of a meeting here on March 18 of prom- 
inent merchants, educators and editors. 

Representatives of these various in- 
terests met at the Empire State Club 
as the guests at luncheon of Julius 
Forstmann, president of the Forstmann 
Woolen Company. Included among the 
guests were more than a score of men 
prominent in the manufacture of arti- 
cles comprised in fashionable merchan- 
dise for women, embracing wool and 
silk fabrics, velvets, hosiery, millinery, 
shoes and leather goods. Present also 
were editors and publishers of the lead- 
ing fashion trade and women’s publica- 
tions and representatives of higher edu- 
cation and the industrial arts. 

As the National Quality Integrity 


- Guild, it was determined to organize ex- 


ecutive and general committees, repre- 
senting the allied fashion industries, 
the functions of which will be to con- 
duct a cooperative effort that will edu- 
cate the public through all available 
channels as to the fashion and economic 
values of merchandise with fixed stand- 
ards of quality. 

In a discussion regarding the situa- 
tion, which was” declared to be very 
serious from many aspects, the heads 
of the various industries represented, 
declared that, aside from the threat to 
industry itself, the most destructive 
permanent tendency was the lowering 
of the standards of public taste gener- 
ally. 

A number of those voicing their 
opinion declared that the present ten- 
dency toward making price the sole 
criterion of merchandise, has sacrificed 
quality to “junk,” and that the Ameri- 
can woman, once generally regarded as 
the best dressed in the world, is in 
danger of becoming known as the poor- 
est 

Among those attending the meeting 
were: H. B. Delman, president, Del- 
man, Inc.; J. Laird Schober, president, 
Laird Schober & Co., Philadelphia; 
Malcolm G. Van Arsdale, president, 
Van Raalte Co., New York. 





Gaddis Heads Boston Club 


Boston.—The Boston Boot & Shoe 
club, at its 44th annual meeting, and 
262nd dinner, at the Hotel Statler in 
Boston, last Wednesday evening, elect- 
ed officers for the coming year as fol- 
lows: 

President, Maxwell P. Gaddis, Hutch- 
inson-Winch Co., Boston; first vice- 
president, Everett T. Packard, Avon 
Sole Co., Avon, Mass.; second vice- 
president, Major Charles T. Cahill, 
United Shoe Machinery Corporation, 
Boston; secretary, Thomas F. Ander- 
son, Boston; treasurer, Frederic M. 
Haynes, Milton, Mass., and associate 
secretary, George M. Rand, Brockton, 
Mass. 
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RIDE ’EM, COWBOY 





Coming Spring, most kids are playing Wild 
West. The wilder and woolier the better they 
like it. Right in line with this trend, a New 
Mexico manufacturer has turned out an inex- 
pensive set of spurs for the boys, which shoe 
stores may either offer as souvenirs or sell at 
a nominal price. These spurs are quite unusual, 
in that they are not found in the regular run of 
stores which carry or specialize in boy’s cow- 
boy outfits. Youngsters are therefore most 
anxious to be the of a set of these 
spurs with their red and green colored ‘ “jewels.” 
The concern making these souvenirs also 
makes real spurs in hand wrought solid silver fo: 
rodeos, races, dancing and for stage work. 





Executive Committee: Albert N. 
Blake, Watson Shoes, Inc., Stoughton, 
Mass.; Carl F. Danner, American Hide 
and Leather Co., Boston; Horace R. 
Drinkwater, Edwin Clapp & Son, Inc., 
East Weymouth, Mass.; William E. 
Gill, The Gill Publications, Inc., Bos- 
ton; William F. Hickey, John R. Evans 
& Co., Boston; B. Stanley Jordan, Jr., 
Dungan, Hood & Co., Inc., Boston; 
Frank R. Lemp, Armour Leather Co., 
Boston; Stephen R. Nichols, F. W. 
Whitcher Co., Boston; Ernest B. South- 
worth, George E. Belcher Co., Stough- 
ton, Mass., and Daniel Tyler, Linscott, 
Tyler, Wilson Co., Boston. 

The meeting was most enjoyable, 
also, educational. The old Stoughton 
Musical society (organized in 1786) 
sang several songs, and Dr. Hollis God- 
frey, president of the Economic-Engi- 
neering society of Boston, discussed 
current affairs. Annual reports show 
the club to be in excellent health, after 
@ most prosperous season. 





Taylor Heads Detroit Group 


Derroit.—Clyde K. Taylor of the R. 
H. Fyfe Co., has been elected president 
of the Detroit Shoe Retailers Associa- 
tion. Other officers are: Vice-president 
Stuart V. Rackham of the Cantilever 
Shop; secretary and treasurer, Nathan 
Hack of Hack’s Orthopedic Footwear 
Shop, and assistant secretary and 
treasurer, E. J. Bradshaw, J. L. Hud 
son Co. M. A. Mittleman of the Rus- 
sek Co. who held the office of president 
for the past three terms, retired. 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 





Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LID. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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WHERE TO BUY 


Men’s and Women’s 


. Slippers 


Fo AIRS Osa AOS NA 









W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 















QUALITY TURN 
. a D’ORSAYS 


On the Floor, all 






colors, A 
and C widths. Price, $1.35. 


FREEMAN-THOMPSON 
SHOE COMPANY 
Paul, Minneseta 














Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 

















HORCO SLIPPERS are made better— 

and sell better—than any other slippers 

yi eS popular price 
on 

VINCENT HOR CO. Ine. 

64-76 W York City 








N. S. R. A. Picks Chicago 


[CONTINUED FROM PAGE 17] 


inclusive, will meet the wishes of the 
largest number of retailers and manu- 
facturers, in view of the fact that in 
1933 Easter falls on April 17, thus al- 
lowing practically three months for 
both the prepare for their Spring and 
Easter business in an orderly manner. 

“Our convention last January was so 
successful from a manufacturing stand- 
point and scores of those who exhibited 
were practically unanimous in favoring 
Chicago again next year. Never before 
have I known of such universal satis- 
faction and pleasure for one of our 
meetings as has been generously and 
freely expressed by manufacturers who 
came to Chicago last January. The un- 
qualified and enthusiastic approval of 
the manner in which the convention 
was planned and managed, and espe- 
cially the splendid service provided for 






both retailers and manufacturers is a 
guarantee that the January, 1933, con- 
vention will be as well managed and as 
dignified and as creditable to the entire 
industry. 

“Our conventions are not only in- 
spiring and educational to the retailer, 
who returns home with renewed confi- 
dence and courage to face the begin- 
ning of a new business year, but the 
presence of large numbers of manu- 
facturers provides opportunity for both 
to meet on common ground, to exchange 
ideas on matters of mutual interest and 
to become better acquainted, all of 
which assets are of no inconsiderable 
value to retailer and manufacturer 
alike. 

“The industry has for years recog- 
nized the N. S. R. A. convention as a 
common meeting place. Every section 
of the country is represented by the 
attendance of retailers, department 
store shoemen, chain store organiza- 
tions and wholesalers, while the rep- 
resentation of manufacturers reads like 
a directory of all the large and small 
shoe centers. 

“Personally I feel that business con- 
ditions will show some improvement 
with the passing of successive months 
this year, so that by the time our 22nd 
convention is opened on Jnauary 8. 
1933, there will be definite progress 
noted in the direction of normal pros- 
perity. This fact, in my opinion, as- 
sures a substantially larger attendance 
of retailers and manufacturers than 
the gratifying number who attended our 
last convention, with corresponding 
benefits to the entire industry.” 





Want Rubber List April 1 


York, Pa.—Opposition to the policy 
of rubber companies’ announcing new 
price lists on the first of the year was 
voiced at a meeting of the York Shoe 
Retailers Association, at a meeting on 
Tuesday, March 15, when officers re- 


cently elected were installed. The York 


merchants feel that a gross injustice is 
done the merchants whose shelves are 
loaded, because of the fact that the 
bulk of their business in rubber mer- 
chandise is done during January, Feb- 
ruary and March. They went on 
record as favoring the issuance of new 
price lists on or about April 1. 
Members of the association were the 
guests of the retiring president, Ed- 
ward Reineberg, at an oyster bake. He 
installed the officers and then turned 
the gavel over to A. P. Shoemaker, of 
the Bon-Ton Department Store, shoe 
department, -his successor. Other offi- 
cers are: Vice - president, Samuel 
Brueggeman, of the Edward Reine- 
berg Company; secretary, David Lewis, 
of the shoe department of Bear’s De- 
partment store; and treasurer, Charles 
Martin, of the G. F. Kinney Company. 
The retiring president and the secre- 
tary and treasurer were each presented 
with a token of appreciation for their 
services rendered during the year just 





past. 
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them; and the net results secured by 





To Protect Foot from Vamp Edge 


New YorkK—A recently developed 
patent to prevent the edge of pumps 
from cutting into the flesh of the foot 








Device to Relieve Vamp Friction 


has been assigned to the Vamp Eze Co. 
of New York. 

It is also claimed that the device will 
retain itself in place by pressure of the 
wearer’s foot against the vamp of the 
shoe. 

The illustration clearly indicates 
just how the device is designed to pro- 
tect the foot from irritation. 





Selden Factory Moved 


BostoN—The Selden Enterprise Slip- 
per Co., formerly at 137 Hudson Street, 
has now moved into their new factory 
at 54 Thayer Street. The new factory 
is equipped to make fifty cases a day 
of men’s, women’s and children’s house 
slippers. 

The men connected with the firm have 
had long experience in the slipper 
trade. This factory, when run on full 
time, will hire over a hundred people. 





In New Quarters 


New YorK—Nat and Jack Rubin, 
trading as the National Buckle Com- 
pany, manufacturers of shoe orna- 
ments, formerly of 17 West Seven- 
teenth Street, are now located at 11 
West Thirty-sixth Street, New York 
City. 





Frank Bros. Move New Haven Shop 


New HAveN—Frank Bros., Inc., re- 
tail shoe dealers, have moved from 
their quarters of long standing in the 
Hotel Taft Building to 990 Chapel 
Street to a new store at 1042 Chapel 
Street. Charles Ayman is manager. 





Add Downstairs Store 


DULUTH — The well-known firm of 
Silberstein & Bondy Co. announces for- 
mal opening of the new downstairs nov- 
elty shoe section. The goods are priced 
at $2.95 and $3.95. 
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THE HOTEL 


Directly. Opposite the Waldorf-Astoria 


800 ROOMS 


EVERY ROOM WITH BATH 
From $3.00 per day 


ATTRACTIVE RATES BY THE MONTH 


A RADIO IN EVERY ROOM 


Short walking distance from Grand Central 
Terminal and B. & O. Motor Coach Station. 


Ten minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 


OSCAR W. RICHARDS, Manager 











MONTCLAIR 


LEXINGTON AVE.49™ TO 50™ST. NEW YORK 















riding boots were sold in 1931 than in 
any other previous year. Now, in 1932, 
all indications point to a substantial 
increase over 1931. Colt Quality Boots 
are in stock and give you the profit- 
able turnover present-day conditions 
demand. Catalog on request. 


COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway — New York City 





















Also In Stock at 


911 So. Los Angeles St. 
Los Angeles, Cal. 














and Economy 


OOR space is expensive. Seat it economically. 
“American” Interlocking Chairs cost less— last 
longer. They are deep seated, roomy, comfortable. 
More chairs fit into smaller space. Upholstery in a 
wide selection of colorings to harmonize with in- 
teriors. Our designers and draftsmen will gladly 
suggest free, an economical, practical arrangement 
of seating. Just send rough floor plan. 


Send for FREE 32-page book 


‘*New Styles in Shop Seating’”’ shows you how to eco 

nomically utilize expensive floor space to greater ad- 

vantage. It shows you how to profit by instailing 

“American” Interlocking Chairs. Send now for your 
free copy. Address Dept. BS11. 


American Seating Company 
Makers of Seating for Shoe Stores, Schools, 
Ta Churches and Public Auditoriums. 

P:) General Offices: GRAND RAPIDS, MICH. 


oy Branches in All Principal Cities 

















Buot AND SHOB RECORDER 
combining THs SHor Retailer, March 26, 1932 






57 


































eel eh el hi li elie el 


WHERE TO BUY 


Sport Footwear 
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WHERE TO BUY 


Children’s Footwear 


OT i 


FOR BOYS KAMP RA yp [FoR GIRLS | 


Tan and Smoke Elk 
Moccasins 






cor: ed 
8%/12—Child’s 
$2.35 






12%/3—Misses” 
2%/8—Women’s 
$3.10 
Send for catalog 
ADAMS BROS.. Pittsfield, N. H. 











Ma iathon Shoe Co. 








“Jungle Land” for Children 


MARION, IND.—A novel and separate 
department for children has been con- 
structed at the Lotz Brothers shoe 
store here on East Main Street. The 
department has been named “Jungle 
Land.” It is at the rear of the store 


and contains brightly colored benches, 
pictures of animals, picture books and 
comfortable seats for the children. A 


Harris Returns to Sigman & Cohen 


NEw YorK—Marks (Max) Harris, 
who has been identified with the Brook- 
lyn market for a number of years, has 
returned to Sigman & Cohen, Inc., as 
representative in the Metropolitan dis- 
trict. Mr. Harris, for eleven years, 
represented this house in the New 
York district, severing the connection 
about a year and a half ago. 

Mr. Harris is established in the Sig- 
man & Cohen New York office, Rooms 
702 and 704 Marbridge Building, 47 
West Thirty-fourth Street. 





Rowan with Brockton Firm 


HoLprook, Mass.—Francis Rowan, 
well-known Brocktonian and for many 
years identified with a number of 


ated with the Brockton Shoe Manufac- 
turing Co. at Holbrook, where, in ad- 
dition to handling a number of key 
accounts, he is supervising the general 
sales department at the factory. 





Appoint L. R. Gildea 


HAVERHILL, Mass.—The L. H. Hamel 
Leather Co. recently appointed L. R. 
Gildea, 84 East Wisconsin Avenue, 
Milwaukee, Wis., as representative in 
the Chicago and Milwaukee territory. 


perfect by offering shoes of the fin- 
est, most supple materials ... with 
lines and styles that most flatter a 
foot! White moire, blue or yellow ecru 
kid, black satin, black patent, black or 
beige kid. AAA to C widths.” 

Gude’s, Los Angeles: “Sandal Se- 
crets. Here are some sandal secrets 
which won’t be secret long: Sandals 
are to be saucier and happier and more 
elaborate this Spring, to contrast with 
the dull, rough surfaces of the season’s 
silks and wools. Patent leather will be 
popular, not only because it is cheer- 
ful and trim, but because it wears well 
and thus fulfills today’s vogue for econ- 
omy. $13.50.” 

Charles F. Berg, Seattle: “Chumley 
presents a new version of the step-in 
pump—$6.50. A wonderful utility shoe 
for afternoon or street wear. Splendid 
quality kidskin, high cut to insure per- 
fect fit; narrow heel and high arch for 
utmost comfort. Note the Boulevard 
heel—in tune with the military idea in 
silhouette. Toyo brown, black, serge kid 
and white with ecru kid lacing.” 

Rich, Schwartz & Joseph, Nashville: 
“This smart new pump has become san- 
dalized. The pump illustrated is rose 





full line of shoes has been stocked. 






beige kid with contrasting trim of 


58 





South Shore factories, is now associ-. 
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< ON. THE SELLING END > 


News of the Travelers and Sales Activities 





T. H. Knox Retires 


Thomas H. Knox, who formerly 
represented Adams Bros. Shoe Com- 
pany in the Chicago district, has re- 
tired from active selling and has gone 
up to Peacock Mich., to live. Tom 
writes that the deer come right up to 
his door in the beautiful country where 
he is now living, and he invites his 
friends in the trade to drop in to see 
him whenever they are up that way. 
Peacock is located in Lake County, 
Michigan. y 





C. F. Reith Hurt in Auto Accident 


St. Louis—C. F. Reith, sales man- 
ager of The Juvenile Shoe Corporation 
of Aurora, Mo., with office head- 
quarters in the Jefferson Hotel, St. 
Louis, suffered a broken collar-bone in 
an automobile accident last week, and 
is now convalescing in the Missouri 
Baptist Hospital, St. Louis. 





Lund Represents Friedson 


Boston—C. P. Lund, for more than 
20 years a member of the Parker- 
Holmes Company, is now with the J. 
Friedson Shoe Co., well-known Boston 
wholesalers and is representing this 
house in the State of Connecticut. 








Style Featured in Spring Ads 


[CONTINUED FROM PAGE 26] 


brown—has French heels—a style suit- 
able for all day wear. May be had also 
in black, $4.95.” 


L. Slesinger & Son, Baltimore: “A 
sandal for immediate wear. Only an 
artist could have conceived this Slesin- 
ger Sandal! Only Slesinger could have 
executed it! An exquisite sandal in 
patent leather or brown kid... that 
blends beautifully with the Spring sun- 
shine and fits into any parade! .. 
$12.50. See the enchanting Spring ver- 
sions of Slesinger footwear... at 
new and lower price levels!” 

Macy’s, New York, say, in a very 
striking ad featuring children’s shoes: 
“Yes, Madam, this is the correct fit.’ 
That assurance is worth a lot to a 
mother, coming as it does from our 
Shoe-Fitting Supervisor. He’s the man 
who knows every twist and turn of a 
Gro-Shoe and a child’s foot. And he’s 
the one who checks every pair of Gro- 
Shoes sold, to be sure that they fit the 
youngsters perfectly. We consider Gro- 
Shoes the best shoes available for chil- 
dren, from the moment they take their 
first steps until they’re thirteen.” 
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WANTED TO PURCHASE 


BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 











We will pay the best price for 
your surplus or entire stocks of shoes, 












































general merchandise or department 
stores. Leases assumed. 
Phone - Write - Call 


All matters strictly confidential. 


I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 








$ HIGHEST CASH PRICES 
PAID 


for shoe stocks, slow sellers, ete. Short time 
leases taken over. Transactions confidential. 
Est. 1890 
MAX GLAUBERG 
327 Church St. New York City 
Phone: Canal 6-2632 





Peuuvvvvvvevqwert 











We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or ‘surplus stocks of 

SHOES—DEPT. STORES 


Leases assumed Transactions confidential 











New Beck Store in Buffalo 


BurraLo—Arthur L. Rosenfeld of 
New York has been appointed man- 
ager of the new local unit in the retail 
footwear chain of the A. S. Beck Shoe 
Co., of New York, which has been 
opened at Main and West Mohawk 
Streets. On the day of the formal 
opening of the shop the company dis- 
tributed a pair of women’s silk chiffon 
hosiery with every footwear purchase. 
One of the entertainment features was 
an orchestra and members of the cast 
of “Fine Feathers,” a stage revue at 
one of the local theaters. 





W. F. Johnson, Inc., Opens Store 


BurraLo—W. F. Johnson, Inc., will 
open a new retail shoe store at 224 
Delaware Avenue, in the Jackson build- 
ing. The new company occupies the 
store being vacated by the local unit 
of the Dr. Kahler Shoe Shop, which 
has been in this location for several 
years. 





New Store in Greensburg 


GREENSBURG, IND.—A new shoe store 
has been opened here by J. H. Turney 
& Son of Franklin, where the company 
has operated a store for several years. 
A son of Mr. Turney will have charge 
of the local store. 
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Boot AND SHOE RECORDER 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











MERCHANTS’ NEEDS 








RECORDER 
Window Display 
CARDS 
for MARCH 





Here’s a typical comment: ‘We find 
your eard service very valuable and la- 
dispensable." 














Colorful, Artistic 
14 Different Texts 
to Select from 
Cards 7 x 12—4 colors 


Price Tickets Included 


Special Introductory Service 
3 cards, with blank tickets 
without card holders....$1.50 


per mo 

6 Card Service....... $3.00 
8 Card Service....... 4.00 
12 Card Service....... 5.00 


Card Holders Supplied 
Samples sent on request. 


Merchants Service Dept. 


Boot & Shoe Recorder 
1334 Republic Bldg. 
Chicago, III. 


#-NEW /——F 


MODERNIZE NOUR 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -® WRITE FOR 
SAMPLES*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 





EXECUTIVE OFFICES 
259*275 LEXINGTON AVE. 














ste BROOKLYN, N.Y. Nee 


















Ma\\ Here's a service 
; you cannot afford . 

to do without. 
Write us for detail- 
ed information. 


Mandel Engzaving Co. 


‘Act 
CAWKER 2 MILWAUKEE 
BUILDING * dios: WISCONSIN 









HOTELS 
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The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 











Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 


BRETTON HALL 
BROADWAY at 86th ST. 
== NEW YOR SS 
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BOOTS AND SHOES 


Adams Bros., Pittsfield, N. H............. 58 
Advance Theatrical Shoe Co., Chicago, Ill.. 52 
Athletic Shoe Co., Chicago, Ill............. 58 
Bass, G. H., & Co., Wilton, Me............ 58 
Ben & Sally Theatrical Footwear, Inc., 
EE MO Snag tube d40:00.6.0 06000005 52 
Blog Shoe Co., Inc., New York City....... 52 
Bob Smart Shoe Co., Milwaukee, Wis...... 25 
Burdett Shoe Co., Lynn, Mass............. 54 
Carlisle Shoe Co., New York City.......... 47 
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Sell an Extra Pair for Mother 


[CONTINUED FROM PAGE 21] 


If he has not been stocking a shoe 
of this type it will pay him to investi- 
gate the manufacturing field and to 
select at least one line of comfort shoes 
in the price range that appeals to his 
particular clientele, and then properly 
exploit it. The arguments in favor of 
such shoes are many. Ample litera- 
ture which describes proper footwear 
from an unbiased standpoint is avail- 
able from many sources. One source 
that has been widely advertised to the 
public itself is the Metropolitan Life 
Insurance Company, which has put out 
a brochure, free to those who write for 
it, under the title of “Standing Up to 
Life.” This brochure, in addition to 
describing proper posture and giving a 
comprehensive plan of foot exercises, 
describes proper shoes in some detail. 
Excerpts or paraphrases from this 
brochure can be used to good advan- 
tage in advertising the comfort type 
of shoe. 





Please the Child with Style 
[CONTINUED FROM PAGE 19] 


line, but also makes a strong appeal 
to the youngsters. Juvenile fittings are 
now made by a number of fixture 
houses, and with a little ingenuity and 
at slight expense the merchant himself 
can devise a department that has the 
essential children’s atmosphere. Small 
chairs, elevated on a platform for easy 
fitting, a few toys and picture books 
scattered about, wall paper with fairy- 
tale or similar childish motif, all add to 
a real children’s air in the department. 





To Concentrate in Columbus 


CoLuMBUS, OHIO— The Julian Ko- 
kenge Co., Cincinnati, makers of high 
grade shoes, have announced that all 
of its manufacturing activities will 
be concentrated in Columbus, following 
the completion of the large addition to 
the plant of Lape & Adler Co., one of 
the company’s subsidiaries. The con- 
tract for the addition to the Lape & 
Adler plant was awarded several weeks 
ago and at that time it was announced 
that the addition would be completed 
by July 1. Since that time steps have 
been taken to speed up construction, 
and June 1 is the date now set for the 
moving of the equipment from the Cin- 
cinnati plant. 
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